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Rough Proofs 


The chief sufferer from the new 


plan of eliminating movie stars 
— radio programs may turn out 
to be the income tax collector. 

7, Fv 


Judging from reports of life in- 
surance elections, you could capture 
the management of five billion dol- 
lars by walking into an annual 
meeting with 250 genuine policy- 
holders behind you. 


. © F 


They are starting to advertise 
mustard baths as the way to health, 
but it’s doubtful if anyone will be 
brave enough to attempt to revive 
the old-fashioned mustard plaster. 


, FF 


“The Farmer Takes a Wife” in the 
latest publication merger, but it’s 
just another way of saying that 
Farm Journal and Farmer’s Wife 
have middle-aisled it. 


= 


Some women may have been 
yorn without beauty, concedes Eliz- 
abeth Arden. Maybe, but none of 
them has ever been found willing to 
acknowledge this unpleasant truth 
publicly. 

- = & 


The only time a woman is will- 
ing to admit that perhaps she is not 
exactly beautiful is when she gazes 
at her mirrored reflection right 
after taking off the old make-up 
and slapping on the cold cream. 
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The New Jersey Poultry & Egg 
Association, ADVERTISING AGE re- 
ports, has started a drive on certi- 
fied fresh eggs. The consumer 
would prefer a drive on those that 
are neither certified nor fresh. 
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Secondary” picketing of adver- 
tisers by newspaper strikers has 
been held illegal. From the stand- 
point of the leaders of the Guild, 
this is going to spoil a lot of good, 
clean fun. 
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Commercial television is at least 
five years off, asserts Major Lohr. 
And some performers who sound 
better than they look hope that it’s 
practically out of sight. 


v,syse? 
The man who provides the bark 
dog food show has been 
equipped with a bite—furnished by 
the AFRA, which has provided him 


with a union card and a union 
Wage. 


for a 


vv F 


Petty has broken into the auto 
eld with pictures of luscious ladies, 
cut the onlooker is afraid that not 
*ven Pontiac will be able to provide 
‘uch luxurious chasses. 
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. Beer is to be advertised as the 
ever ze of moderation. Fine idea— 
ut doesn’t that depend principally 


ut d 


who drinks it? 
,v v v 
San Francisco is off to a flying 
“pt in the 1939 world’s fair derby. 
’ have speed enough to catch 
w even 1 with the world of tomor- 


Copy Cus. 


Growing Exodus of 


Film Stars from 
Radio Predicted 


M-G-M Admits Pressure 
by Exhibitors Led to 
"Good News" Windup 


New York, Feb. 16.—The final 
edition of the Maxwell House coffee 
radio program, “Good News of 
1939,” will be broadcast June 29 in- 
stead of March 30, as announced by 
Metro-Goldwyn-Mayer Pictures 
Corporation last week when the film 
studio decided to terminate its con- 
nection with the show. 

M-G-M’s decision to postpone the 
withdrawal of its stars for 13 weeks 
was prompted by a request from of- 
ficials of General Foods Corporation, 
sponsor of “Good News.” The addi- 
tional time was granted to enable 
General Foods to revise the pro- 
gram and thus continue uninter- 
rupted when M-G-M ends its co- 
operation. 

General Foods plans to retain 
the network time for which it has 
contracted until Jan. 1, 1940. The 
program is heard from 9 to 10 p. m. 
EST on Thursday evenings, over the 
NBC Red network. General Foods 
and its agency, Benton & Bowles, 
are now planning a new show 
which may feature some of its pres- 
ent stars, including Fanny Brice. 


Pressure from Film Men 


According to M-G-M officials, the 
arrangement with General Foods 
was ended because of complaints 
from movie exhibitors that radio 
appearances hurt theater attend- 
ance. Twentieth Century-Fox Film 
Corporation, which withdrew 
Tyrone Power from the Woodbury 

(Continued on Page 27) 


Brown ‘Network’ 
Turns Up Nose at 
Control by FCC 


Providence, R. I., Feb. 16.—You 
have heard of the Red network, the 
Blue network, and a variety of 
other networks, but the fame of the 
Brown network is largely confined 
to students of Brown University 
here. 

Operating without the need of a 
federal license because of its un- 
usual setup, the station uses the ar- 
bitrary call letters of WBDH. The 
network comprises five miles of 
wires which are attached directly 
to regular radio receiving sets lo- 
cated in the rooms of Brown’s 1,400 
undergraduates. 

WBDH is no experimental sta- 
tion, for it sells time like its more 
orthodox commercial brethren. Ad- 

(Continued on Page 25) 
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This is one of the robot merchandisers featured in the new Money Dozit system 


- introduced in a 


West Calls on 
Management to 
Study Advertising 


Abuses Undermining 
American System, He 
Contends 


Detroit, Feb. 16. —- Management, 
which hitherto has assumed that its 
responsibility to advertising begins 
and ends with the signing of checks, 
must learn more about this essential 
tool of business and curb abuses, 
Paul B. West, president, Association 
of National Advertisers, told a meet- 
ing of the Adcraft Club here. In- 
dicating his alarm over present 
trends, Mr. West changed his as- 
signed subject of “Advertising Bet- 
ter Be Good” to “Advertisers Had 
Better Be Good to Advertising.” 

Asserting that advertising is an 
indispensable factor in the national 

(Continued on Page 6) 
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a Be Hes Fair. 
Pennsylvania 
Gets the Traffic 


Albany, N. Y., Feb. 16.—Though 
New York State appropriated $6,- 
000,000 to create the World’s Fair of 
1939, its promoters overlooked the 
fact that there are many roads to 
Gotham. Neighboring states hay 
devoted much attention to this 
crack in New York’s armor, Penn- 
sylvania being particularly active 
with its $500,000 appropriation. So 
today there is weeping and wailing 
on Capitol Hill as the authorities 
wonder if New York’s hinterland 
is to get little or no share of the 
harvest of gold to be provided by 
an estimated 25,000,000 visitors to 
the fair. 

Desperate last-minute efforts are 
being extended to add at least 
$100,000 to the $150,000 usually 
appropriated for the State Publicity 
Bureau, in charge of Allan Reagan. 
Even if the larger amount is forth- 
coming, it may well be, according 
to state executives, that Pennsyl- 
vania’s enterprise has already taken 

(Continued on Page 26) 


Last Minute News Flashes 
National Trailways to Needham, Louis & Brorby 


Chicago, Feb. 17.—National Trailways System, an association of 37 


bus lines with headquarters here, 
Needham, Louis & Brorby as its agency, effective at once. 


today announced appointment of 
The appoint- 


ment followed a convention earlier in the week. Campaign plans are 
still in the formative stage but are expected to involve a substantial 
bid in magazine copy for the attention of travelers bound for either 


of the Fairs. 


Erwin Miessler is account executive. 


This appointment 


does not-involve any change in the agencies now handing individual 
advertising for the various members of the system. 


CBS Gets Option on World Broadcasting System 


New York, Feb. 17.—An agreement by which Columbia Broadcast- 
ing System may acquire World Broadcasting System, leading producer 
of electrical transcriptions, was signed today by William B. Paley and 


Percy L. Deutsch, 


respective presidents. 


Columbia recently bought 


American Record Corporation, specializing in records for the home. 


Heath to Leave Burnett for Maxon 


Chicago, Feb. 17.—Richard N. Heath has resigned as vice-president 
in charge of merchandising and new business for Leo Burnett Company, 


Chicago, effective March 1. 
work on markets and research. 


Mr. Heath will join Maxon, Inc., Detroit, to 


Pontiac to Launch New Record Drive 


Pontiac, Mich., Feb. 17.—On the heels of the largest advertising 
budget in five years for January and February, Pontiac Motors will spend 
$936,000 in newspapers, magazines and outdoor during March, April and 
May, F. A. Berend, advertising manager, said today. The forthcoming 
two-month appropriation is the largest in recent years. Fifteen hun- 
dred newspapers in 1,000 cities will carry the copy and 24-sheet posters 
will appear on 5,000 boards during April. 


Alleged “Buck Passing" 
is Hit by Officials of 
Federal Agency 


Washington, D. C., Feb. 16.— 
Adopting a stringent new policy in 
its supervision over advertising, the 
Federal Trade Commission | this 
week indicated that henceforth 
agencies will be held jointly liable 
with their clients in cases inv olving 
alleged false or misleading copy. By 
tacking this responsibility onto 
agencies the Commission hopes to 
put an end to what FTC attaches 
condemned as “buck passing.” 

Using a power it has always had, 
the Commission’s Radio and Peri- 
odical Division will in every in- 
stance from now on determine 
whether an agency has prepared the 
advertiser’s copy. When this is the 
case the agency will be queried on 
a standard form. If the Division 
thereafter determines that the 
agency is responsible for the false 
or misleading advertising, it intends 
to apply the civil penalties of the 
law against the agency, e'ther alone 
(if it is solely responsibie), or 
jointly, where the FTC feels there 
is legal basis for both the adver- 


y€ | tiser and the..agency to. %e held re- 


sponsible. 


Morehouse Explains Policy 


Already deluged with inquiries 
from advertising agencies on its 
new policy, P. B. Morehouse, chief 
of the Radio and Periodical Divi- 
sion, today explained that adver- 
tising agencies are not exempt from 
the law relating to false and mis- 
leading advertising. Copywriters 
are exempt from the criminal pen- 
alties section but clearly are liable 
for civil penalties if they violate the 
law, Mr. Morehouse said. 

“The law makes the dissemina- 
tion or the causing of the dis- 
semination of false or misleading 
advertising for foods, drugs, cos- 
metics and devices unlawful,” said 
Mr. Morehouse. “The exemption 
for advertising agencies applies 
only to Section 14 relating to crim- 
inal penalties. Advertising agencies, 
however, are very plainly not ex- 

(Continued on Page 29) 


Nevada Launches 
Third Attempt to 


Tax Trademarks 


New York, Feb. 16.—National ad- 
vertisers here are watching with 
considerable concern renewal of ef- 
forts to put a mandatory trademark 
registration law on the statute books 
of Nevada. A bill has been intro- 
duced by Senator Parker contain- 
ing substantially the same provi- 
sions which were rejected in 1937 
by a gubernatorial veto. 

The new bill, labeled S. 31, calls 
for the registration of every trade- 
mark used in the state, at a fee of 
$10 per mark. Similar bills have 
been introduced and defeated in 12 
other states in recent years. The 
first measure to appear in Nevada 
was in 1935, when passage by the 
legislature was nullified by a veto. 
Nevada law requires that a vetoed 


bill must come up for reconsidera- 
tion in the subsequent session of 
the legislature, so it reappeared in 


1937, only to be defeated in the 


house of assembly. 
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ADVERTISING AGE 


February 20, 1935 


Evaluation of 


Readership Termed 
Outside ABC Scope 


Thomson Limits Service 
to the Auditing of Nu- 
merical Data 


New York, Feb. 16.—That the 
Audit Bureau of Circulations will 
not venture into the field of reader- 
ship study, beyond its traditional 
verification of actual circulation rec- 
ords, was made clear last night by 
Philip L. Thomson, ABC president, 
in acknowledging the award of a 
gold medal for his “distinguished 
services to advertising,” at the An- 
nual Advertising Awards dinner in 
the Waldorf-Astoria hotel. Mr. 
Thomson voiced his approval of “all 
worthy efforts” to gather informa- 
tion about readers of publications, 
but expressed the opinion that in 
such work the ABC should under- 
take to help neither publisher nor 
buyer. 

Referring to the comparatively 
recent developments in readership 


research, he said that ABC wel- 
comed such efforts. 

“It has always recognized that 
there were other elements besides 
circulation figures,” he said, “which 
have an important bearing upon a 
publication’s advertising value. It 
has never sought to limit publish- 
ers’ promotion matter in these other 
fields, nor should it. The objectives 
of the ABC are limited in the by- 
laws to cover ‘figures and facts bear- 
ing on the quantity, quality, distri- 
bution of circulation and circulation 
methods; thereby enabling quality as 
well as quantity to be established. 
Facts, without opinion, to be re- 
ported.’ 


Entirely Separate Field 


“With this picture of the bureau’s 
scope before you, I think you can 
supply the answer to the suggestion 
that the ABC might undertake read- 
ership surveys as a part of its work. 
I am convinced that it should not. 
I believe we have here two clearly 
defined fields. ABC reports only 
facts and figures which are authen- 
tically verified. While I have 
frankly admitted that a normal audit 
may not immediately detect fraud 
where it is deliberately practiced by 
a publisher with the connivance of 
others, nevertheless, for all practical 
purposes ABC reports are not open 
to question. They are both im- 


partial and impersonal, and they 
constitute, therefore, the primary 
basis for determination of how many 
copies of a publication were sold, 
where they were sold, and what 
were the financial considerations of 
the sale. 


Different Approach Needed 


“When we come to analyze read- 
ers, their mental processes, living 
conditions and buying power, we 
have an appraisal of a very different 
sort. All this may be important to 
the buyer, who should understand 
the editorial aims of the publication, 
and who may properly wish to sup- 
plement his own opinion of the kind 
of people which a magazine attracts 
with data supplied by the publisher, 
but I doubt if the ABC should 
undertake to help either publisher 
or buyer along this line. Such quali- 
tative information necessarily in- 
volves matters of personal judgment 
and recollection, differing conditions 
in the surveys, the distinction be- 
tween readers and lookers, and a 
multitude of such variables; and it 
thus introduces manifold opportuni- 
ties for error which make the results 
incompatible with the principle of 
audited statements. 

“So I say to you, let the publish- 
ers make their readership surveys 
and let the ANA and the Four A’s 


continue their studies of media 
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~ CALL-BULLETIN 


Exposition’s Treasure Island. 


In the midst of this rich advertising ‘‘diggings”’ 
NUGGET — The San Francisco Call-Bulletin. 


NUGGET 


—=— NI by the substantial people of this great city. 


NUGGET 


because of its heritage. 


Il 


| 


The rich San Francisco market is richer than ever this year, with the '39 
Gold Rush well under way and millions of spenders headed toward the 


is one bright, shining 


ye “It is a NUGGET because of its circulation leadership, for it has the 


‘largest evening readership in Northern California! 


The Call-Bulletin is the 


oldest newspaper in San Francisco, and thoroughly entrenched among 


because it is highly prized by local advertisers, 
Wy who depend on it, and prefer it, when a sales job is needed. 


= “It isa NUGGET because it offers concentrated value in a plus market 


—something which valuc-wise space buyers will not overlook in '39. 


Call in a Paul Block man for further details on 


this NUGGET paper in a GOLDEN market. 
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WHEN PONTIFF IMPLIED HIS APPROVAL OF eed 


Pope Pius XI as caught by camera during construction work with Celotex at 


Vatican. Others in picture are Comm. 


Castelli, Conte Dalla Torre, Architect 


Ponti and Engineer Pestalozza. 


which have proven of such value in 
allocating advertising money to 
given markets. ABC reports have 
long been the basis upon which 
these studies are made.” 


13 Manufacturers 
of Refrigerators 


in N. Y. Drive 


New York, Feb. 16.— Thirteen 
manufacturers will participate with 
Consolidated Edison Company of 
New York in a campaign on refrig- 
erators to start March 20, to be pro- 
moted by the utility with a $350,000 
advertising appropriation. The list 
includes: Crosley, Electrolux, Frig- 
idaire, General Electric, Gibson, 
Hotpoint, Kelvinator, Leonard, 
Norge, Sparton, Stewart-Warner, 
Universal and Westinghouse. 

Although details of the drive will 
not be revealed until a dinner meet- 
ing of cooperating dealers March 
14, prices set will be well below 
the present standard. Trade reports 
have indicated a $100 price, but E. 
F. Jaffe, Consolidated vice-presi- 
dent, issued a denial. 

The utility has staged a number 
of “bargain” promotions in which 
appliance items are offered at price 
reductions. Most recent of these 
was last fall’s “bargain package” 
promotion in which a radio, a lamp, 
an iron, and a toaster were sold as 
a unit for $24.50. Some 230,000 
packages were sold during the drive. 

Local newspaper advertising by 
Consolidated Edison will feature 
trade-in allowances on old ice boxes. 
Liberal financing terms will be an- 
other appeal. Practically all of the 
money will be spent in newspapers, 
it is understood. The campaign will 
end July 31. Batten, Barton, Durs- 
tine & Osborn is the agency. 


Auto Manufacturers 
Advance Show Date 


The Automobile Manufacturers 
Association has officially designated 
rext Oct. 15 as the starting date for 
the 40th annual automobile show in 
Grand Central Palace, New York. 

The date, three weeks earlier 
than in 1938, was said to accentuate 
the desire of the industry to level 
out employment curves. 


Ruppert Campaign Begins 

Seven-column copy in New York 
papers last week inaugurated 1939 
advertising for Jacob Ruppert, New 
York brewer. Personalities respon- 
sible for Ruppert beer are featured 
in the advertising. Radio and out- 
door posters are also being used in 
the New York area through Len- 
nen & Mitchell. 


Whittaker Promoted 


Ralph R. Whittaker, Jr., has been 
named assistant to the advertising 
director of all Street & Smith maga- 
zines, New York, succeeding Wil- 
liam W. Smith. Mr. Whittaker has 
been with Street & Smith for the 
past two and a half years on the 
sales staff of Air Trails. 


To Feature Television 


Effective with the February issue, 
Communications, New York, will 
include a monthly section titled 
“Television Engineering” as an in- 
dustry round-table for discussion of 
technical and industrial problems. 


Pope Pius 
Once Posed for 
Celotex Photo 


Chicago, Feb. 16.—Though he was F 


far removed from the world of 7 


business, Pope Pius XI reasoned, 
with the simplicity of all great 
minds, that he could appropriately 7 
express approval of products which 77 
contributed to his health or comfort 7 
and thus indirectly furthered the 7 
work of the church. f 


A few years ago, the late pontiff 
posed with another dignitary of the 7 
church and several laymen in front 7 


of a stack of Celotex, at that time 


being used in the construction of a 


buildings to house the world exhi- 7 
bition of the Catholic press at the 7 
Vatican. ; 

Though no restrictions were laid | 
down, the Celotex Corporation used 
this effective testimonial with great 
discretion and restraint. The photo- 
graph appeared 
house magazine, “Celotex News,” in © 
1936, and again in the corporation’s | 
annual report for 1938. 

Its second appearance was due 
to the fact that the corporation | 
wanted to convey to its stockhold- 7 
ers the broad international aspects | 
of Celotex activities by showing 
Celotex products being used to in- 
sulate the bedroom, dining room 
and reception room of the Pope’s 
private apartments. 


General Finance 
Appoints Pflaum Agency 


General Finance Corporation, 
auto finance, has appointed Stanley [ 
Pflaum Associates, Chicago, as ad- 7 
vertising agency. Newspapers and [| 
posters will be used. j 

The agency has also been named 
to handle the accounts of Blocki 
Laboratories, perfume, and Winter 
Corporation, Chicago, cosmetics. 


Cramer-Wagner Expands 


Cramer-Wagner & Co., Newark 
agency, has taken larger space at 
786 Broad street. 


KAUFMANN & FABRY CO 


425 S$ WABASH AVE 


CHICA 


in the Celotex © 
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February 20, 1939 


ADVERTISING AGE 


TUDY the New York sales of any lead- 
ing advertised product and you will be 
struck by one fact - regardless of price or 
kind, advertised merchandise moves faster 
among above-average-income families. 
This velocity of sale is an important mar- 
keting factor for you. Here’s why: 

Faster movement of merchandise from 
retailer to consumer quickly builds into a 
volume of considerable size. This volume 
is less expensive to handle among above- 
average-income families because they are 
served by fewer stores, each store serving 
more families. This makes New York’s 
above-average-income market the most 
profitable volume market you can sell. 


Vv 


A TYPICAL 
STORE SERVING 


LOW-INCOME FAMILIES 


Numerous studies by our Market Re- 
search Department of New York City 
retail sales of advertised products prove 
these facts to be true. Here, for instance, 
is a picture of how canned soups sell. The 
proportions vary for various products, but 
the main theme is always the same - goods 
move quicker in volume among those who 
have more money to spend. 

And because The New York Times con- 
centrates your advertising effort among 
these quicker-buying families, it is the 
open door not alone to volume business, 
but to the most profitable volume business 
you can have here. A good idea is to get 
in touch with us about this right now. 


MEDIUM-INCOME FAMILIES 


SELLS 132 CANS A WEEK SELLS 233 CANS A WEEK SELLS 404 CANS A WEEK 


> HIGH-INCOME FAMILIES 


The New Pork Gimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 


- 


CHICAGO: 230 NORTH MICHIGAN AVENUE - BOSTON: BOSTON GLOBE BUILDING - DETROIT: GENERAL MOTORS BUILDING 
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Heinz to Celebrate 
T0th Birthday 
with Record Drive 


Anniversary Recalls 


Saga of ‘Promotion- 
Minded’ Founder 


Pittsburgh, Feb. 16—The H. J. 
Heinz Company today completed 
plans for the most extensive cam- 
paign in its history, an event in- 
tended to give fitting emphasis to 
the organization’s 70th birthday. 

The budget for this anniversary 
year is estimated at $3,000,000, a 
figure that becomes even more sig- 
nificant when the company’s ex- 
tremely modest origin is remem- 
bered. 


Data Lost in Flood 


Details regarding these’ early 
years, held timely because of the 
anniversary, have emerged chiefly 
from the memory of several execu- 
tives, including the president, How- 
ard Heinz, rather than from the 


—— 


WHERE THE "GREAT WHITE WAY" GOT ITS START 


This Heinz sign, said to have been the first electric spectacular, was put up at 
Broadway and 23rd Street, New York, eony before the turn of the Bsconsack i 


“facts and figures” story that faded 
ledgers might tell of a steady rise 
in sales and profits. 

Memory must be relied upon be- 
cause a good part of these ledgers 
and other factual data went down 
the drain in 1936 during the flood 
havoc. Heinz’ actual loss at this 
time was placed at $1,000,000. 

The Civil war was still a burning 


issue in 1869 when H. J. Heinz, the 
founder of the company, began busi- 
ness in a small two-story building 
in Sharpsburg near here. The first 
of the later famous “57 Varieties” 
was horse-radish, the output of 
three-fourths of an acre, which Mr. 
Heinz cultivated, grated and sold in 
bottles. 

Always “promotion minded,” Mr. 


When 
Doodle,” 


“ 


the original 
families 
Troy. 


they “come to town” 


to Troy. 


They've money aplenty to spend, 
for Census of Agriculture figures 
show many high income farms in this 


area, 


City Zone. 


MORNING 


and 


his neighbors and _ their 
‘ame to town” they came to 
Today many descendants of 
“Yankee Doodle” dwell on the fertile 
farms of Troy’s trade area. 
they, too, come 


Their buying power 
to that of the more than 119,324 met- 
ropolitan consumers who live within 
the 344-mile radius of Troy’s A.B.C. 
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‘Yankee 


When 


is added papers—sole 


one medium 
Troy 


is New 


The effective way to promote sales 
to “Yankee Doodle” 
bors is use of The Record News- 
Troy dailies. 
you secure blanket coverage through 


and his neigh- 
Because 


at only 12¢ per line, 
York State’s lowest 


cost major market. 


THE RECORD © 
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VIGER 
ADVERTISING 
MANAGER 


Heinz in those years had few of the 
now taken for granted advertising 
media open to him. He used all 
there were, however, and added a 
few more of his own invention. 


Emphasized Window Displays 


He was one of the first, for ex- 
ample, to emphasize the importance 
of both window and store display 
for his products. His salesmen (who 
in this era also delivered the prod- 
ucts) were constantly encouraging 
the grocer to place Heinz displays 
in his window and on the counters. 
Mr. Heinz was also in the van in the 
matter of eye appealing packages 
for his products, a far more unusual 
technique then than can be realized 
in glancing at grocery shelves today. 

The company founder is also cred- 
ited with use of the first electric 
advertising sign in the world, 
erected at the turn of the century 
at Madison Square in New York. It 
is said that the adjective, “spectacu- 
lar,” applied to this venture was the 
inspiration for the general use of 
that term now in the sign field. 

Calling attention to the Heinz ex- 
hibitions at Buffalo and Atlantic 
City, the sign also flashed this verse: 

“Here at the death of the Wall 

of Fame 

We must enscribe a well-known 

name 

The man whose ‘Varieties’ your 

palate did tickle 

Whose name is emblazoned in 

the big green pickle.” 

Beneath it was the familiar Heinz 
trademark, a pickle bearing the 
company name. 

Active in such novelty ventures 
as this, Heinz did not neglect regu- 
lar advertising in other media. Ra- 
dio was still in the offing, but Heinz 
was a well-known name in car card, 
newspaper, magazine and outdoor 
advertising. Copy then as now em- 
phasized the purity of the Heinz 
products as well as the “variety.” 
The illustration of Mrs. Consumer’s 
helper, model 1901, was the first 
copy used by Heinz in the Ladies’ 
Home Journal. 


How Slogan Started 


The Heinz slogan was inspired by 
Mr. Heinz himself. It came to him, 
according to his own version, when 
he was riding on an elevated train 
in New York in 1896. Someone 
else’s advertisement proclaimed “21 
Shoe Styles” and this set Mr. Heinz 
to thinking of his own line. He 
counted well beyond 57, but that 
was the number that kept coming 
back into his mind. The psycho- 
logical influence of the “7” proved 
the deciding factor and “57 Vari- 
eties’”’ emerged as the slogan. 

When he alighted from the ele- 
vated, he put the idea into action 
at once in going directly to a litho- 
grapher’s and ordering car cards for 
nationwide distribution. 

Heinz early publicized itself with 
a large portion of the public through 
displays at both large and small 
fairs. This type of promotion began 
with the Chicago Fair of 1893 and 
will reach a climax this year in two 
extensive exhibits at the New York 
and San Francisco fairs. Visitors to 
Atlantic City have long been fami- 
liar with the Heinz Ocean Pier, the 
same exhibit publicized on that first 
electric sign. 


Another Heinz “First” 


Another “first” for Heinz was the 
use of outdoor posters along the 
railroad right-of-way between 
Atlantic City and New York to pro- 
mote attendance at this exhibit. 

The company has passed through 
many general business depressions 
without spending too much time 
worrying about the future. Instead, 
it has used such periods for the in- 
troduction of new products. In 1932, 
for example, Howard Heinz, com- 
pany president and son of the foun- 
der, introduced what have become 


| two of the largest selling “Varieties,” 
|soups and strained vegetables. 

This year the company will sup- 
port a new line of Junior foods with 
a substantial campaign. The Junior 
foods are especially designed diets 
for children between one and six 
years of age. 

Commenting on the sales outlook 
for the year, Mr. Heinz said, “We 
expect substantial improvement in 
1939. Our expectation comes from 
|continuation of our effort to widen 
| 


FIRST MAGAZINE COPY 


ONLY 


Fresh, Selecte 


and pure 
| | Granulated 
Sugar 
used in 
preparing 
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Eruil 


The cooking cap that has passed on to 
the Great Beyond along with the bustle, 
figured prominently in this layout, the 
first piece of copy run by Heinz in the 
Ladies’ Home Journal, October, 190). 


our appeal through adding new 
items to our list of products. 
“The public always is looking for 
something better and we feel that 
if we continue to concentrate on 
improving our products, our busi- 
ness will inevitably grow. The de- 
pression woke us up to opportunities 
which we had hitherto neglected.” 
Thus does the company look for- 
ward to its 70th year. The estimate 
of $3,000,000 for its 1939 budget is 
regarded as conservative, in the ab- 
sence of any official disclosure by 
the company, with previously pub- 
lished expenditures for 1938 listing 
$255,960 for radio and $1,157,015 for 
magazine advertising. 

Maxon, Inc., is the Heinz adver- 
tising agency. 


Knox Reeves 
Augments Staff 


Jim Hill has joined the copy staff 
of Knox Reeves Advertising, Inc., 
Minneapolis, as one of five addi- 
tions. Mr. Hill comes from Lord & 
Thomas, Chicago. 

Russell Neff, for seven years with 
Station WXYZ, Detroit, has become 
assistant to Lloyd Griffin, radio 
director. Robert E. Wick, R. T. 
DeVany and Mark Forgette will 
work with B. N. Robinson, director 
of sports advertising, on baseball 
broadcasts for General Mills. 


EYE’ CATCHERS 


That’s Dishing it Out! 
HE picture that reaches out and grabs 


the eye quickly guarantees a flying 8" 
towards profitable results. That’s our job 


We put a hundred photo subjects on wor i dest 
every month . . . all situations . . 1 type 
of business . . . all bursting with PEP. New 
est techniques . . . newest ideas. . . ne** 
photography Nothing gets by us. ¥ 
have a finger in the creative pie of S** 
Promotion EYE*CATCHERS takes the ™ 
respenaibiiity off of your shoulders . . - ™ 
at $5 a month it can be sneaked into ™, 
budget. Write now for free proots Ne 
details of Mat and Glossy Print Plan “" 
obligations. 
E. 

EYE* CATCHERS, Inc. tee vere 
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The Farmer 


takes a Wife” 


Farm Journal and The Farmer’s Wife 


to be published as one . 


the largest, most 


powerful farm magazine that has ever existed 


RF JOURNAL, with its nation-wide readership in more than 


one million, four hundred thousand farm homes, and THE 
FARMER’S WIFE, with a national circulation of over one million, 


two hundred thousand, are to be published as one magazine. 


The May issue (delivered April 17th) will be greeted not only by 
the greatest number of farm families, but by the greatest number of 
people in each of those families. They will receive literally two maga- 
zines in one, with the combined editorial power of FARM JOURNAL 
and THE FARMER’S WIFE, both outstanding leaders in their fields. 


“FARM JOURNAL and The Farmer’s Wife” becomes the ideal 
publication for that unique institution, the farm family which lives, 
works, and plans as a unit. For into the timely, news-packed pages of 
FARM JOURNAL will be transplanted the very cover and contents of 
THE FARMER’S WIFE with its human warmth and its outstanding 
service to farm women. All the members of every family will be served 
as no magazine serves them today. 

Despite the huge size of the issues, “FARM JOURNAL and The 
Farmer’s Wife” will be printed on the four-day-writer-to-reader sched- 
ule which FARM JOURNAL inaugurated four years ago. This time- 


liness has never been approached by any magazine of a similar size. It 


The nme Wife 
Graham Patterson, Publisher 


WASHINGTON SQUARE, PHILADELPHIA 


NEW YORK, 420 Lexington Avenue 


CHICAGO, 180 North Michigan Avenue 
PACIFIC COAST, W. F. Coleman, San Francisco, Los Angeles, Seattle 


assures you of a speed, an editorial vitality, a reader interest that only 
current facts make possible. 

Here is a unique opportunity for national advertisers. For now a 
single publication, appealing equally to farm men and to farm women, 
becomes available to general advertisers. At the same time, general and 
farm advertisers who have so successfully used FARM JOURNAL will 
find their audience almost doubled. And advertisers-to-women, who 
have found THE FARMER’S WIFE so profitable, will also enjoy twice 
the circulation. 


“FARM 
JOURNAL and The Farmer’s Wife” is your outstanding advertising 


The farmer takes a wife —and quite a family, too. 


buy. 


Spectal Rate - Opportuntties 
for the balance of 1939 


New contracts for “Farm Journal and The Farmer’s 
Wife” will be accepted at a special “interim rate,” of 
$3,750 per black-and-white page for the issues of May to 
December 1939, inclusive. Color and special - position 
rates on application. 


All existing advertising contracts for 1939 in either 
Farm Journal or The Farmer’s Wife will be executed at 
the present Farm Journal rate of $3,100 per black-and- 
white page, $7.50 per line. 


Advertisers using the April Farm Journal closing March 6 
have the privilege of contracting for equivalent space in 
the May, June, July and August issues of Farm Journal and 
The Farmer’s Wife at the present rates for Farm Journal 
alone—$3,100 per black-and-white page (and current 
rates for color). 


Discuss these rates with your Farm Journal representa- 
tive. They offer an immediate and unusual opportunity to 
buy enormous rural family coverage of the highest calibre 
at very low cost. 


— 


DETROIT, General Motors Building 
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De-Inked Paper 
Successful in 
Pittsburgh Test 


Pittsburgh, Feb. 16.—‘‘De-inked” 
newsprint was tested by all three 
Pittsburgh dailies this week and 
won the praise of their mechanical 
experts. The Post-Gazette used the 
special paper both Monday and 
Tuesday for four pages and F. H. 
Winch, mechanical superintendent, 
said that it met every requirement. 


burgh, is inventor of the new 
process, which, if successful, will 
make newsprint available at $30-$35 
a ton, $15 below the present price. 
The vital phase is removal of ink 
from printed paper without de- 
struction of the wood fiber. Dr. 
Hochstetter reports that only 10 per 
cent of the fiber is lost in each con- 
version under his method. 

The chemist is also working on a 
process to convert straw into paper. 
He says that success has also 
crowned his efforts in this direction. 
Either de-inked or straw newsprint 
can be converted into book paper 


by the addition of chemicals, ac- 
cording to the inventor. 


Crowell Advances 
Date on 3 Magazines 


Crowell Publishing Company, 
New York, has advanced the “on 
sale” date of American Magazine 
and Woman’s Home Companion 
from the tenth of the month pre- 
ceding date of issue to the fifth of 
that month, effective with the June 
issues. 

Country Home Magazine will be 
distributed on the 15th of the month 
preceding date of issue instead of 
the 20th. 


@ Here's where ECONOMY and DURABILITY 
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IMPERVO Weatherproofing 


Protects Low-cost Signs from 
RAIN, SUN, and SNOW!! 
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now and sleet... 
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World's Largest Mounters and Finishers of Window Displays 


F' & " (ARVEY CORPORATION 


me 3462 NORTH KIMBALL AVENUE, 
300 COMMUNIPAW AVENUE, 


together on seasonal or short-run out 
Here’s how you can make a cardboard display actually weatherproof 
T } } 


provides complete protection against rain, sun 


keeps colors alive . 
Not only is the cardboard surface treated 
but each ply is pasted together with a water-repellant ad 
hesive. Even the edges are waterproofed! 

sers has proved that such 
is never before been available in a litho- 
It's your opportunity to econ- 
your outdoor promotions 
he now. Ask for details 
AND SAMPLES TODAY! 


an exclusive Arvey 


. . preserves the orig 


SEND FOR PRICES 


CHICAGO, TLL. 
JERSEY CITY, N. 3. 


ASKS CHANGES WITHIN 


Paul B. West 


West Calls on i 
Management to 
Study Advertising 


(Continued from Page 1) 


economy, Mr. West nevertheless 
predicted that its policy of seeking 
results to the exclusion of every 
other consideration is creating pow- 
erful enemies who may eventually 
cripple or extinguish it, thus dealing 
a mortal blow to the American bus- 
iness system. 

“It is no secret,” he asserted, 
“that top management in some of 
the most important industries has 
little understanding of the adver- 
tising process and that it is even 
|antagonistic toward it. This is in 
spite of the fact that many of those 
in high places put the final O. K. 
}On appropriations running into mil- 
|lions. This is perhaps natural when 
we consider the peculiar nature of 
advertising and the fact that for 
| the most part these top executives 
have come up through the channels 
of production, banking or law. 


Too Much Delegation 


| “This lack of understanding of 
the emotional force of advertising 
has created a gulf between manage- 
‘ment and the advertising process. 
| This wholly unnecessary barrier has 
resulted in throwing on advertising 
}agencies responsibilities they can- 
not properly assume. It has made 
the advertising department a lowly 
and separate adjunct rather than 
lan integral part of management. 

‘“Manufacturers have been in- 
|duced to try advertising on faith or 
hope, or have been forced to use it 
to keep abreast of competition. 
They have, however, too often dele- 
gated the entire responsibility to 
outside specialists who for the most 
part have been too far removed 
from the business. 

“So long as this system produced 
|results—even quick, short-haul re- 
|sults—management has been con- 
jtent. It has been satisfied to look 
|at a favorable annual balance sheet 
| without reckoning the long-range 
|effects and the ultimate cost. This 
| policy has led to abuse of advertis- 
|ing—blind driving ahead regardless 
of sign posts.” 

One of these sign posts, Mr. West 
|said, is that at least 80 consumer 
‘organizations are complaining, in 
|some degree, against advertising. 
'The second is government restric- 
| tion as evidenced in recent legisla- 
|tion and literally hundreds of anti- 
| advertising bills introduced in state 
legislatures. The third is increased 
| cost. 

“Every advertising manager 
\knows that he is paying more 
| money for less space or time on the 
jair than he did in 1929. He will 
pay still more for still less if the 
apathy of management to advertis- 
ing continues,” he commented. 


Must Face Responsibility 


Saying that he desires only to be 
realistic, Mr. West warned manage- 
ment that it cannot buy “advertis- 
ing salvation” any more than other 
kinds. It cannot continue to dele- 


gate its responsibilities, he added, 
pointing out that companies whose 
managements have recognized ad. 
vertising for what it is have been 
using it not only for immediate 
gains, but to insure the future of 
their businesses and the preserva- 
tion of the American system of 
living. 

“If, by government edict or other- 
wise,” he said, “advertising were to 
be forbidden or seriously restricted, 
there would be no Chrysler Cor- 
ooration, no General Motors, no 
General Foods—none of those cor- 
porations now affording a living to 
aundreds of thousands of workers 
ind other thousands of small inves- 
tors. Jobs would be scarcer and the 
cost of living would inevitably sky- 
rocket. Our insurance companies 
would be immeasurably weakened 
ind the whole American structure 
would be endangered. 

“Too large a proportion of busi- 
ness management knows little and 
cares less about the part advertis- 
ing plays in the national economy. 
This ignorance leads to abuse which 
will eventually impair the efficiency 
of an essential tool of mass produc- 
tion and distribution. The danger 
lies not so much from without as 
within business itself.” 


Work of Foundation 


Mr. West said there are a few 
bright spots in the situation, one 
being the demonstration in the 
threatened strike of radio talent 
that advertisers can act together 
Another is the work of the Adver- 
tising Research Foundation, spon- 
sored jointly by the Association of 
National Advertisers and the Amer- 
ican Association of Advertising 
Agencies. On a “shamefully small 
budget,” the Foundation has had 
Harvard University make a thor- 
ough study of the economic place 
of advertising in the American sys- 
tem. 

This study, Mr. West said, repre- 
sents a factual report, made by an 
unbiased and qualified authority on 
the effect of advertising on the 
country’s social and economic life. 
This job, he said, should have been 
done long ago. 

The final ray of hope, Mr. West 
concluded, is the tendency toward 
cooperation between buyers and 
owners of media. 


Consumer-Retailer 
Council to Meet 


The first open meeting of the Na- 
tional Consumer-Retailer Council 
will be held at the Hotel Pennsyl- 
vania, New York, March 2. 

Harold W. Brightman, chairman 
of the council, has announced that 
admission will be by ticket, avail- 
able on request from the council 
office at 8 W. 40th street, New York. 


Account to Tracy 

The Controlled Companies of 
American District Telegraph Com- 
pany, New York, which operates 
the A. D. T. system of electric pro- 
tection services against fire, bur- 
glary and holdup, has appointed 
W. I. Tracy, Inc., New York, to 
direct its account. 


SAYS THE “BIRD WHO KNOWS- 


THIS NEBRASKA AND 
SOUTHWESTERN JOWA MARKET 
IS ABOVE AVERAGE! ANO 
IT’S A CINCH 
\TO REACH 


NEWSPAPER 
Reaches Over 700000 
of the most able- 


World-Herald 


Natn'l Advertising Reps: O'MARA & ORMSBEE, 
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ADIO may match PREVUE’S audience; newspapers may 

afford merchandisable coverage in the markets in which 

they are used; outdoor advertising may give a low rate per 

1,000 audience; farm papers be selective; displays afford point- 

of-sale advertising; but one medium—PREVUE, and PREVUE 
only, checks right down the line. 


PREVUE delivers more sheer circulation than any periodical 
published today, or ever published. 


PREVUE is selective; to women only—to the fashion-minded— 


to meal planners (97°/,);—to married women (84°/,);—to moth- 
ers (63%). 


PREVUE delivers merchandisable coverage (20°/, family cover- 
age) in more worthwhile points than any other periodical—in 
303 of the 995 points of over 10,000 population, that account for 
69°, of the retail business of these United States; in 91 of the 


33 major markets; in 39 of the 48 states, plus the District of 
Columbia. ' 


PREVUE has demonstrated reader interest—editorial content 
which appeals to the prime interest of every woman—fashion. 
Yet PREVUE has established probably an all time low cost-per- 
inquiry for recipe booklets of 3c per inquiry. 


PREVUE, and PREVUE alone, has a proven record of an actual 
merchandise sale for every two copies circulated. 


PREVUE'’s circulation is 100°, voluntary, depending upon an 
affirmative effort on the part of the reader; it is paid for by the 


merchants of America because they have ascertained that 
PREVUE sells their wares. 


PREVUE advertising is point-of-sale advertising because over 
one third of its readers scan its pages right in the store where 


they receive it, then take PREVUE home to digest its contents 
and act upon it. 


PREVUE occupies its own line upon our check chart because 
PREVUE defies classification. It has everything. A magazine 
in physical form; a newspaper in rates and merchandising 
advantages; broadcasting in its blanket coverage and rotating 


audience—every vital factor that advertisers expect of any 
medium. 


If PREVUE possessed 
these manifold advan- 
tages, yet were small in 
scope, it could be ig- 
nored, but with an aud- 
ience of 8,000,000 wo- 
men, it warrants con- 
sideration by every ad- 
vertiser of a mass prod- 
uct designed for the 
feminine market. 
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“ ” Topnotch Ad Men tion, not hitherto available, on the| CENTENNIAL INSIGNIA 


= Arrive at Pinnacle 
: by Varied Routes 


——, 
a. 


ANNOUNCES MERGER 


overwhelming majority answered in 
the negative and further attested to 
their sincerity by declaring they 
would advise their sons to enter ad- 
vertising providing their likes and 
aptitudes led in that direction. 

With respect to advising young 
people regarding entry into the ad- 
vertising field, a few of the top 


Highlights of the survey results 
were as follows: 

Of the 600 leaders approached, 
170 furnished the data requested. 
They were located in all parts of 
the country and comprised 53 ad- 
vertising managers, 45 


agency ex- executives answered flippantly— 
ecutives, 20 media representatives suggestions included marriage to an 
Neophytes Learn of the or sales managers, 6 publishing agency — president's daughter and 
eas executives, 7 sales promotion man- cultivation of big shots—but 90 per 
Complexities of the agers, 2 research men, 2 radio exec- cent dwelled repeatedly on the 
Business utives, and 22 miscellaneous. study and practice of selling and 
Average salary reported was $8,- acquisition of thorough knowledge 

Chicago, Feb. 15.—The difficult | 8®.- 


of merchandising. 
To impress his youthful audience 
with the complexities of the “ad- 
vertising field,’ Mr. Borton listed 
about 50 different jobs, ranging from 
the most highly imaginative and 
creative to the most routine and 
mechanical, and urged that prospec- 
tive advertising men and women 
study their own aptitudes to deter- 
mine for which jobs they are best 
fitted and then proceed to prepare 
for those objectives. He offered 
some pithy comments on creative 
jobs: 

“Don’t aim at one of these crea- 
tive jobs unless you just can’t help 
doing it. It is easy to look at the 
glamor of a great copywriter or a 
famous artist and be misled by it. 
Don’t try this field unless your fin- 


task of charting a course for young- 
sters anxious to get into advertising 
and those already in but just as 
anxious to get ahead, was tackled 
here last night in a somewhat un- 
conventional fashion as part of the 
annual lecture series sponsored by 
the Chicago Federated Advertising 
Club. 

Before an eager audience of sev- 
eral hundred, Elon G. Borton, ad- 
vertising manager, LaSalle Exten- 
sion University, revealed the results 
of a survey conducted among 600 
top men in advertising in an at- 
tempt to ferret out a group of basic 
requirements that are found in the 
business kit of advertising men 
“who have arrived.” At the same 
time, Mr. Borton a disclosed informa- 


Many Switched Paths 

Only 54 said they started out to 
get into advertising, while 104 
started out in some other field of 
activity, later switching into adver- 
tising. 

Only 67 said they studied specifi- 
cally for advertising, while 92 did 
not. Of those who said they studied 
advertising, 37 took courses before 
they got into the field and 54 after. 
Business experience preceding ad- 
vertising was tabulated as follows: 
30 were office workers; 19 in the 
publishing field; 18 were newspaper 
reporters; 17 in direct selling; 13 in 
the merchandising field; 18 in retail 
selling; 8 in research; 5 in engineer- 
ing. The rest came from a dozen 
different fields 


This design has been adopted by the 


National Baseball Centennial Commis- 
sion, New York, to mark the 100th anni- 
versary of the national game. The in- 
signia will be made available "for iudi- 

cious use by reputable advertisers.” 


Asked through what channels 
they entered advertising, 62 replied 
they came in through sales; 43 
through the copy department; 64 
through the advertising department; 
26 through agency work; 27 through 
media; 14 through service; 4 through 
art; 2 through editorial; and 2 
through research. 
Asked whether they intended to 


Graham Patterson 


‘Farmer's Wife’ 
to Merge with 


‘Farm Journal’ 
Philadelphia, Feb. 16.—The 
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gers just itch for it—unless you find 
yourself always writing, for ex- 
ample, or drawing pictures, or 
visioning a new composition in a 
photograph. 

“Otherwise you won’t be able to 
stand the constant pounding and 
criticism, the usual necessity of 
being anonymous for life, or the 
heartbreak of building a master- 
piece, only to see it torn apart by a 
captious boss or a dull committee 
You won’t be able to keep creating 
for the reader of the ad while bear- 
ing in mind always the thinking of 


_|planted into the Farm Journal. At 


Farmer’s Wife, hitherto published 
at St. Paul, will be merged with 
Farm Journal with the latter’s May 
issue, Graham Patterson, publisher 7 
of the Farm Journal, announced 
here this week. The new magazine § 
will be called Farm Journal and The © 
Farmer’s Wife. j 
Mr. Patterson said that all of the be 
features of The Farmer’s Wife, in- | 
cluding the cover, will be trans- [ 


the same time, he said, Farm Jour- | 
nal will retain the four-day writer- 
to-reader schedule inaugurated four 


those who must first approve your 
creation.” 

Following Mr. Borton’s address 
W. B. Carr, Western manager of 
Time, M. Glen Miller, agency head, 
and W. A. Jimison, advertising 
manager of Borden-Wieland Com- 
pany, answered questions regarding 
their own fields of specialization. 


years ago, in spite of the increased | 
run. The Farmer’s Wife has a cir- 7 
culation of 1,200,000, compared with | 
1,400,000 for the Farm Journal. 
Thomas H. Cardoff, advertising 
manager of The Farmer’s Wife, has 
been named advertising manager 
of Farm Journal and The Farmer’s 
Wife. He will be located here. 


F955 recipes from six WMT 
S mine spots ? Where?) | of course! 


assures reader interest 


EQUIPPING - FURNISHING - DECORATING « MAINTAINING » REMODELING 


PUBLISHED MONTHLY 


HEN you consult your advertising agency 
regarding the merits of various media in 

the institutional field, they will explain in detail the 
all-importance of a planned editorial policy. Edi- 
torially, the purpose of INSTITUTIONS is to serve 
its readers. Advertising men know that this serv- 
ice develops an intense and appreciative reader 
interest. How? By constantly supplying readers 
with usable, authentic, practical solutions to their 


of INSTITUTIONS Magazine 

Nov., 1938 (Audited by CCA) 
Hotels 8,601 
Hospitals and sanatoriums 6,110 
Schools and colleges 
Clubs 


Homes: 


Between January 10 and 21, six 5-minute spots 
schools for deaf, 


promoting a recipe contest (for a women’s pub- 
blind, asylums, ete..... 1,870 instituti ingi 
J blind, asylums, ete; institutional problems . . . by bringing new and 
, Lo penui institutions. ..... 3,238 


lication, mind you) produced 4455 replies from 


WMT listeners. 
Gov't. Inst'ns & CCC Camps 1,812 


Restaurants 


improved products to their attention .. . by keep- 


ikepewe sess 12,227 . . a at i 
F Building ewners and ir ing them informed of modern institutional prac- That is food respense- 
ie managers... . . 3,074 ae 

Real estate departments 


-where it counts. 
of insurance companies 78 
Steamship lines and dining 


tices. Reader interest in each issue is definitely 


WMT's 600 kilocycle frequency puts a strong 

Sar ayetemie.«..s.:.. nf 109 and positively evidenced by the huge number of rong nae hag = miles of 
Outhtters of jobbers, and fio inquiries and comments received by the Readers’ * ; . 
their © BBs cecevese ,74 . “eds ani ate are 
Snctieatianel daportenents Service Department of INSTITUTIONS. Your| “47d, of course, you Cedar Rapids and Waterleo are only part ° 
Ace department stores... 132 ‘Hl al lai h d.| can buy WMT in com- the picture. WMT's daytime primary are? 
po Feelin 599 SIONCY WH SSO OXprain the a a bination with WNAX population is 3,151,776—747,569 radio home* 
Manufacturers and their 

salesmen and agents... 3,627 


vantages of this policy which is | and KSO or KRNT at Retail business is greater than $800,000.00. 


° tionally low : 
TOTAL 55.215 producing sales for the MaNUe | il ne ee = You can buy a quarter hour on WMT for # 
facturers who are regularly | | + little as 3 cents per thousand radio familie 
: 
using INSTITUTIONS. To produce sales at minimum cost in most & 
en egy lowa, Western Illinois, Southern Minnes 
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Oklahoma stockmen sent out an S O S back in 
1931. Money was tight. Bankers went to their 
Livestock loans appeared to be the 
most liquid of all. They began calling these loans 

and a $192,000,000 Southwestern industry 


faced destruction. 


loan cases. 


lt was The Farmer-Stockman that answered this 
SOS. Editor Roberts saw the way out. He moved 
the power and organization of The Farmer-Stock- 
man in behind the Oklahoma stock raisers. Cash 
loans of $5,000, another $5,000 and still another 
55,000 were advanced to set in motion and finally 
(0 complete a farmer-controlled livestock market- 
ing and credit set-up. Five years later this agency 


A 515,000 


’ 


had loaned more than $13,000,000 to members 
... had accumulated a reserve of $90,000. 


The result? Today the largest commission firm 
on the Oklahoma City yards and the only distinct- 
ive livestock credit agency in the state are owned 
outright by Oklahoma livestock producers. They 
stand as a definite monument to the close relation- 
ship that has existed for thirty years between the 
Southwest's most influential farm paper and its 
stockmen illustrate most expressively the 
manner in which The Farmer-Stockman applies 
its men, methods and machinery to the solution of 


the Southwest's agricultural problems. 


ic FARMER-STOCKMAN 


OKLAHOMA CITY, OKLAHOMA 


THE OKLAHOMA PUBLISHING CO. 
"VOR. COLORADO SPRINGS 


® KLZ, DENVER (Affiliated Management) 


® THE OKLAHOMAN AND TIMES ® MISTLETOE EXPRESS ® WKY, OKLAHOMA CITY 


® REPRESENTED BY THE KATZ AGENCY, INC. 
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TWO LEADING U.S. PACKERS maintain plants in the 
Oklahoma City yards. Southwestern farmers truck more 
than 150,000 loads of cattle, calves, hogs and sheep to 
these yards annually. They ship another 3,000 cars by 
rail. These farmers represent the audience of The 
Farmer-Stockman most interested in its editorial pro- 
gram of more efficient feeding practices. 
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a 20, 1939 


Act to Standardize 
Liquor Ad Rules 


in Various States 


FAA Also Backs New 
Federal Restrictions on 
Beverage Copy 


Washington, D. C., Feb. 14.—Rep- 
resentatives of the National Confer- 
ence of State Liquor Administra- 
tors, the National Alcoholic Bever- 
age Control Association and the 
Federal Alcohol Administration will 
meet here soon to discuss proposals 
to amend federal and state liquor 
advertising laws to bring the two 
forms of controls into conformity. 

At the general meeting here last 
October, sponsored by the FAA, 
committees of both the organiza- 


tions, which represent the “li- 
censed” and “monopoly” types of 
state liquor control respectively, 


were appointed to draw up a ques- 
tionnaire for circulation among 
state officials to get their opinions 
on standard regulation covering ad- 


vertising as well as other controls 


over the liquor industry. 

Such a questionnaire was subse- 
quently drawn under the direction 
of W. S. Alexander, FAA adminis- 
trator, Michael F. Costelle of Rhode 
Island, president of the NCSLA, 
and Col. Robert McC. Bullington 
who heads the NABCA. Secretaries 
of the associations distributed the 
questionnaires and the first results 
are beginning to flow into FAA 
headquarters. 


Weigh New Regulations 


While the content of the quiz is 
not being made public, it is under- 
stood that state authorities have 
been asked to list their advertising 
regulations and opinions on various 
changes which might be necessary 
to bring their own rules into con- 
formity with federal standards. 
They have also been asked, it is 
said, about further restrictions on 
liquor advertising by national legis- 
lation. 

As soon as all the questionnaires 
are in, committees of the two asso- 
ciations will go over them here with 
FAA authorities and decide what, 
if any, legislation is to be proposed 
to Congress. 

At the same time the FAA will 
seek the sanction of state officials 
for a program of further advertising 


session of Congress. As previously 
indicated the FAA wants Congress 
to pass legislation governing the 
following three points: the abolition 
of all liquor advertising from the 
radio; the abolition of highway 
signs advertising alcoholic bever- 
ages; and the elimination of liquor 
advertising from Sunday news- 
papers. 

The FAA is lending support to 
the major liquor advertising legis- 
lation now in Congress, particularly 
the proposals by Senator Johnson 
of Colorado and _ Representative 
Culkin of New York—both of which 
would remove liquor and beer ad- 
vertising from the radio. The ad- 
ministration has not yet formally 
endorsed the features of the legisla- 
tion by Senator Capper of Kansas 
which would prohibit the publica- 
tion of liquor advertising in all 
newspapers, Magazines, and sundry 
periodicals and publications. 


Heeney Joins NNPA 

C. A. Allen Heeney, promotion 
manager of the Calgary Herald, 
has been enrolled as a member of 
the National Newspaper Promotion 
Association. 


Joins Waters Agency 
Stephen P. Parke has joined Nor- 
man D. Waters & Associates, New 


regulations to be enacted at this 


York, as account executive. 


A Chilton © Publication 


FIRST im the 


Metal Working Field 
As Alwayse 


Records for 1938 again place The Iron Age in first position among publica- 
tions in the metal working field. It has: 


An advertising volume that tops all others—3,809 advertising pages printed in 


1938. This represents 19.1% of the total carried by 16 metal working journals. 
The next nearest carried 13%. 


The same steady, high subscription renewal record—around 80%. 


As of June 30, 1938, Iron Age renewed for 12 months a total of 10,751 subserip- 
tions—Metal working publication No. 2 renewed 5,617. No. 3 renewed 5,018 
and No. 4 renewed 4,234 in the same period. This large annual renewal shows 
that The Iron Age keeps its subscription list clean, alive and free of dead wood. 
A fully paid circulation—82% being firms. 


A substantial subscription price commensurate with editorial worth—$6 a year 
in the United States; $12.00 abroad—No free list. 


A record for voluntary mail order subscriptions—94%. 


A weekly with more reading pages per issue than the average monthly—3,617 
pages published in 1938, an average of 70 each week. 


A reader interest record. In 34 out of 44 investigations Iron Age was first choice. 


A reader volume unmatched in the metal-working industry—well over 70,000 
executive readers each week. 


The First publication in any industrial field has a decided advantage over all 
others, because of its greater prestige, reader attention and advertising power 
—And Think Of It, you can buy 13 pages at $140 per page; 26 pages at $130 
per page; and 52 pages at $120 per page. 


THE IRON AGE, 239 West 39th St.. New York, N. Y. 


Book 2 
Book 3 


ASK FOR 3 INTERESTING BOOKS 
Book 1 


“Tapping An 8-Billion Dol] 
Market” detail w 
subscribes for The Iron Age. 

“Whe Reads The 
“Who Writes The 


telling in 


Iron Age.” 


Iron Age.” 
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THE STALWARTS STICK TO THEIR GUNS 


Brewers Boord of Trode, inc. N.Y. + Mew Jersey Brewers’ Associotion, Nework 


Ballantine's - 


Krueger's « Lion's + 
R. 


ee 


YOU WOULDN'T DYE EASTER EGGs 


IN JULY! 


Of course you've a perfect right to dye 
your Easter Eggs any time you like! 
But who wants to? You wait until the 
right date—the traditional date— 
Easter. Same way with Bock Beer! 
You don't without rhyme or reason 
break a tradition 2000 years old— 
the tradition that says Bock Beer al- 
ways comes back in the middle of 
March. And not before! 


WAITING 
FOR 


REMEMBER YOUR BRAND 


Breidt's + Doelger's - 


Doerschuck's 
Ehret's+ Eichler's- Hensler's « Hoffman + Jacob Hoffmann 
Loewer's + P.O.N. + 
& H. + Rheingold « Ruppert's + 

Trenton Old Stock + Trommer's 


Peter's + Piel’s 


Schoefer + Tally-Ho 


Shocked at the antics of some competing brewers who flaunt tradition and jump 

the gun with their bock beer offerings, the Brewers’ Board of Trade of New York 

and the New Jersey Brewers’ Association are currently sponsoring this newspaper 

campaign to reassure thirsty customers that the spring crop really doesn't bloom 
until March 13. 


Soctne’ Ss Seneca 
Signalized by 
Larvex Moth Copy 


New York, Feb. 14.—Featuring 
an increased magazine schedule 
and a new type copy appeal, spring 
advertising plans for the Larvex 
Division of Zonite Products Cor- 
poration were revealed here today 
by W. C. House, advertising man- 
ager. 

Spearhead of the promotional 
drive will be the biggest magazine 
campaign in Larvex history. 
Monthly insertions of 100-line copy 
will appear in the _ following: 
American Home, Better Homes & 
Gardens, Esquire, Good MHouse- 
keeping, Harper’s Bazaar, Holland’s 
Magazine, Home Arts Needlecraft, 
Ladies’ Home Journal, McCall’s, 
The New Yorker, Vogue, and Wom- 
an’s Home Companion. 

The copy, which has been sub- 
jected to pre-testing, features the 
economy, convenience, and safety 
of the Larvex method of moth- 
proofing the fabric. A typical in- 
sertion bears the headline, “Don’t 
blame the moths, blame yourself!” 
The slogan is, “This year do your 
mothproofing right.” 


Disney Characters Aid 


Walt Disney’s “Silly Symphony” 
movie cartoon, “The Moth and the 
Flame,” is adapted to use in dealer 
display material. Disney’s moth 
characters are copied directly from 
the film for a scene of a room in- 
terior with the moths performing 


in a variety of vacation activities, 
such as diving, golfing, picnicking, 
which result in damage to furni- 
ture, rugs, and clothing. 

Other Larvex dealer material in- 
cludes a cut-out counter display in 
which is suspended a_ transparent 
dish containing live moth worms. 
The bottom of the dish is covered 
with two strips of woolen cloth, one 
treated with Larvex and the other 
untreated. Passersby are thus able 
to see moth worms actually eating 
the untreated wool, while leaving 
the other untouched. 


McCann-Erickson is the agency. 


N ew Pease 


Puts Revere in 
Utensil Field 


New York, Feb. 16.—Discovery 


of a method to join stainless steel © 


with copper has led to an invasion 
of the kitchen ware market by 
Revere Copper and Brass, Inc., 
President C. Donald Dallas reported 
here today. The new line of “Revere 
Ware” evoked an enthusiastic re- 


sponse at the recent house furnish- | 


ings market held 
added. 

While other fields may be entered, 
cooking utensils were indicated as 
a primary market, since the supe- 
rior heat conductivity of copper is 
combined with the endurance and 
decorative quality of stainless steel 
by the new line. 

Revere Ware is being produced 
at the company’s plant at Rome, N. 
Y., which is running at capacity. 


NNPA Changes Date 


The opening date of the National 
Newspaper Promotion Association’s 
convention has been changed from 
April 23 to April 25. The new date 
will give members a better oppor- 
tunity to combine a visit to the New 
York World’s Fair, which opens 
April 30, with the convention. Ar- 
rangements are being made to have 
the final NNPA session followed by 
a tour of the Fair on opening day. 


Quimby Joins Serwer 


Terry C. Quimby, formerly adver- 
tising director of Elizabeth Arden, 
New York, cosmetics, has joined 
Irving Serwer Advertising Agency, 
New York, as director of fashion 
advertising. 


in Chicago, he 


7¢ SALES Are 


— if you are looking for new slants to 


Your Problem 


put more pep into sales—if you want 
to know how others are keeping salesmen on their toes—how they 4° 
making sales letters pull—how they are cutting down selling costs 


DARTNELL CAN HELP YOU—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 88 
Dartnell sales aids. Twenty years serving sales managers all over the 
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CMA paoress 


VER a million and a third classified 

ads appeared in the Los Angeles 

Times last year —— more than in any other 
American newspaper. 


Which only goes to show that South- 
ern California is one of the world’s most 
resultful places in which to advertise. And 
that the newspaper here that is head 
and shoulders above the field is the Los 
Angeles Times. 


The Los Angeles Times now has the 
greatest home-delivered circulation of any 
newspaper West of Chicago. And the 
cost per full page per family reached is less 
than half a cent (.4435) ——far and away 
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Clue For Advertisers 


the biggest newspaper advertising bargain 
in Los Angeles, and one of the best buys 
in the nation. 


The Times is first in the city in display 
advertising linage, has been for over 25 
years. It is the first choice of local retailers, 
and of national advertisers. 


Is your firm advertising in Los An- 
geles? Are you getting top sales results? 
That may depend on whether you are using 
The Times. For further information write 
the Los Angeles Times——or call in its 
representatives, Williams, Lawrence and 
Cresmer, New York, Chicago, Detroit or 
San Francisco. 


LOS ANGELES 


MES 


One of America’s Most Resultful Selling Mediums 
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The Movies and Radio 


The announcement that the Good 
News show produced for Maxwell 
House Coffee by M-G-M will be 
discontinued because of the objec- 
tions of film exhibitors to the use 
of movie stars in radio productions, 
indicates that the protests of the 
theater men are becoming strong 
enough to compel action by the film 
companies. The exhibitors have 
been convinced of the danger to 
them of broadcasting the work of 
the stars whose pictures they are 
supposed to sell to the public, as 
contrasted with the free offerings 
with which the talent is identified 
in radio. 

ADVERTISING AGE reviewed this 
situation last April in a series of 
articles on Hollywood as a radio 
production center. At that time it 
was made clear that while many 
movie reputations were being 
utilized to help attract listeners to 
broadcasting programs, the film ex- 
ecutives were under pressure from 
exhibitors to eliminate this particu- 
larly annoying type of competitive 
entertainment. 

It is difficult not to sympathize 
with the troubles of the film indus- 
try, and no doubt the theater 
managers have a real argument 
against featuring movie stars in 
radio. On the other hand, it is 
doubtful if the loss of business at 
the box office is due directly to this 
factor. Some stars, like Bing 
Crosby, are convinced that their 


radio reputations help their pictures 
as much as their film activities 
boost interest in their broadcasts. 

The real problem involved is not 
narrowed to the use of the per- 
sonalities whose voices are heard 
from radio loud speakers as well as 
in theaters. It is an industry-wide 
problem growing out of the fact 
that both radio and films offer en- 
tertainment on a directly competi- 
tive basis, not as to expenditure, but 
as to time. The family which gets 
its entertainment at a given evening 
hour from radio obviously cannot 
spend the same time in a theater 
watching a movie. The fact that 
the same personalities appear in 
both productions is less important 
than the limitation of time. 

The evening hours and Sunday 
represent the greatest opportunities 
for the theaters. These same 
periods also carry the major radio 
productions, which attract the 
greatest audiences of listeners. As 
long as the latter represent the 
highest class of entertainment 
available, they will divide the 
crowds looking for entertainment. 

The problem of the movies will 
not be solved by taking film stars 
out of radio, but by producing pic- 
tures so good that the public will 
see them in preference to listening 
to the radio. It is when mediocre 
pictures compete with top-notch 
radio fare that the competitive situ- 
ation becomes evident. 


{ Prospects for Utility Business 


Perhaps the beneficial effect of 
the TVA settlement with the Com- 
monwealth & Southern, whereby 
the latter’s properties have been 
taken over on a basis equitable 
from the standpoint of the stock- 
holders, has been given more em- 
phasis than the facts justify, from 
the standpoint of the immediate 
results in terms of utility expansion. 

Certainly the settlement indicates 
that utilities need not feel that their 
properties are to be confiscated by 
governmental agencies in territories 
where the United States is engag- 
ing in power production and dis- 
tribution. While it would con- 
tribute largely to a better feeling 
on the part of utility management 
to have government policies more 
clearly defined, and additional as- 
surance regarding future operations 
in the power field specifically pro- 
vided, the outlook has already been 
clarified by recent happenings. 

The utilities should be good for 
a billion dollars’ worth of new and 


replacement buying a year, under 
normal conditions, and with the 
demand for electrical energy for 
both industrial and domestic use 
continuing to expand, the need for 
consistent capital investments in 
generating and transmission equip- 
ment is evident. Furthermore, if 
a program of national defense is 
carried out as the administration 
proposes, additional power facilities 
will be needed to assure adequate 
provision for possible war needs. 

Experts in the power industry ex- 
pect an increase in utility buying 
this year, but not nearly as much 
as would be needed to put the 
industry’s expansion purchases on a 
$1,000,000,000 basis for 1939. If half 
of this sum is expended, the record 
will be considered satisfactory. 

The building revival is continuing, 
and if the utilities and the railroads 
can hit their normal stride in the 
purchase of new equipment and 
maintenance materials, the business 
skies will look a lot brighter. 


IRWIN ROBINSON, Managing Editor; WALTER L. McCAIN, Eastern Editor; MURRAY | 


“I'll have to call my boss for instructions. 


BIG MOMENT IN MERCHANDISING HISTORY 


=O 


—Collier’s 
| never got inside before.” 


Ad-libbins 


Doggy Business 

Edwin Cades, of J. R. Kupsick 
Advertising Agency, sends us this 
reproduction of a Hotel Victoria 


DOG-LOVERS WILL ENJOY 
THE HOTEL VICTORIA 


Lord Shaggy of Wawbeek barking, “My bows 
too, and he is the manager So vou can be sure that at the 


s a doglover, 


Victoria, a block from Madison Square Garden. a pleasant stay 


awaits you” 


Single from $2.50 + Double from $4 
HOTEL VICTORIA 


7th Ave. at Slet St., New York 
Ronald A. Baker, Manager 


advertisement which appeared in 
the Westminster Kennel Club pro- 
gram. The picture is of Lord 
Shaggy of Wawbeek, who barks out 
this copy: “My boss is a dog-lover, 
too, and he is the manager. So you 
can be sure that at the Victoria, a 
block from Madison Square Gar- 
den, a pleasant stay awaits you.” 
The advertisement brought the fol- 
lowing letter from Milton Danziger, 
assistant general manager of the 
Eastern States Exposition, Spring- 
field, Mass.: 

“Lord Shaggy of Wawbeek, Hotel 
Victoria, Seventh Avenue at 5lst 
Street, New York. Dear Shaggy: 
Will you please have your master, 
Mr. Donald A. Baker, reserve room 
and bath on my arrival, Saturday, 
the 31st.” 


Smell of the Woods 


We've just seen a letter from the 
Deep South Kindling Shop, An- 
niston, Ala., that we think has 
about everything in it that a good 
letter should have, and so we're 
quoting it verbatim. It came, along 
with a sample of the product and a 
return envelope and order card, in 
a long clasp envelope under 1% 
cent postage. Here it is: 

“Dear Mister: 

“Nothing smells so sweet down 
here in the pine woods as a fire 
started with pitch pine kindling 
which we get from stumps left after 
the forests have been cut over. And 
I know you would like to start fires 
in your fireplaces with this sweet- 
smelling, quick lighting kindling as 
we do. Three little sticks of this 
kindling will start a fire without 
paper, and you will enjoy having 
this pretty stuff piled up by your 
fireplace because of the faintly 
spicy freshness it gives the air in 
the room. 

“This particular kind of kindling 
can be got only from stumps of 
long leaf yellow pine trees that 
were from seventy-five to a hun- 


dred and fifty years old when they 
were cut and which had either been 
| injured during growth or tapped for 


turpentine. It is only in the stumps 
of these trees that the resin has 
gathered until the wood is so full 
of it that the sticks of kindling 
from these old stumps are amber in 
color and look waxy. It’s the resin 
in these sticks that makes them 
light from a match and last long 
while they burn with a bright, hot 
flame. And they smell so good 
while burning that you think you’re 
right out in the pine woods. 

“TIT can send you a case of this 
kindling, enough to make 300 fires, 
for $5.00. There are about nine 
sticks to the bundle and 100 
bundles in the case. I stand the 
freight delivered to your door. 
Pitch pine kindling is hard to get, 
but there is a tract of cut over land 
down here and it’s got enough of 
the right kind of these stumps left 
on it for us all to have pitch pine 
kindling for a while. Once you 
have it and see how easy it is to 
build a fire with it and how clean 
and nice it is to have around, 
you'll wish I’d told you about it 
long ago. 

“My little kindling business isn’t 
so big that I can send you a case 
on account, but if you’ll mail me a 
dollar as a sign of good faith, I'll 
send the case to you C.O.D. for the 
$4.00, or you can send the $5.00 
with your letter. That’s the way 
most folks do.” 

If that doesn’t put the tang of 
pine woods in your consciousness 
and make you feel you just gotta 
have some kindling, why, there’s 
something wrong with you—or you 
have no fireplace. 


Jottings 

Musler’s Darling Shop, Kenosha, 
Wis, explained its reason for open- 
ing late one Saturday morning in 
this advertisement appearing on the 
society page: “Because our Miss 
Kay Klemka is being married to- 
morrow morning at St. Peter’s 
Church and—because we want to 
be there, we will not open Satur- 
day morning until 10 o’clock. We 
hope you won’t mind.” ... 

Checks used by the Grand Junc- 
tion, Colo., Daily Sentinel are about 
the most unusual we’ve ever seen. 
Printed on white bond instead of 
the usual check paper, and much 
more nearly square than those sup- 
plied by banks, the usual heading 
is dispensed with in favor of a re- 
production of the upper half of the 
paper’s first page, which occupies 
about two-thirds of the check’s en- 
tire surface area. P. S. The banks 
take them, all right... . 

Arzeno E. Selden, “the strato- 
sphere man,” who makes his living 
by doing death-defying balancing 
feats at the top of a 130-foot pole, 
writes us a two-page letter com- 


menting on the necessity for 
World’s Fair advertisers to “give 
the folks some entertainment 


they'll really remember, instead of 


mere displays of products.” Natur- 
ally, he thinks he can supply the 
entertainment. And _ incidentally, 
‘he proves that he knows a thing or 
| two about advertising himself, his 
| four-page letterhead being an at- 


| tractive and effective selling piece. 


— 


for 
Advertisers 


The following documents may ly 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationg) 
advertiser or advertising agency 
executive writing on his busineg 
letterhead. 


No. 1464. A Private Audition. 

Radio Station WMC, Memphis. 
has issued this new study of the 
Memphis trading area, giving tabu. 
lations of population, radio homes. 
spendable incomes and other market 
data, by counties, for the station’s 
day and night coverage. Facts 
about WMC’s facilities, programs, 
and merchandising helps are coy. 
ered in detail. 


No. 1465. The Dallas Market. 


This new survey, issued by the/ 
Dallas Chamber of Commerce, pre. 
sents facts about population, buying 
power, natural resources and rate 
of growth of the Southwest. It con- 
tains a supplementary map in color, 
showing white population density 
by counties in the Southwest, freight 
service facilities from Dallas, oi] 
and gas fields of the Mid Continent 
area, average freight rates, buying 
power within various radii from 
Dallas, and airline connections. 


No. 1466. Minneapolis Oil Burner, 
Gas Furnace, Coal Stoker and 
Air Conditioning Installations,| 
1938. 

The Minneapolis Tribune has is- 
sued this booklet, which tabulates) 
oil burner, gas furnace, stoker and! 
air conditioning installations by! 
makes during 1938 in Minneapolis. | 
Graphs show comparative sales of 


past three years. 


No. 1467. Facts About the Contin-” 
uous Large-Unit Buying of Au-) 
tomotive Equipment by the 
Transportation Industry. 

Traffic World has issued _ this 

bulletin which presents new facts 
on its automotive market, based on 
a recent extensive study. It de- 
scribes the constituents of the mar- 
ket, and new facts in the break- 
down of the market by makes, and 
includes an indication of what its 
group of buying executives will 
purchase in 1939. Charts and pho- 
tographs illustrate the points pre- 
sented. 


No. 1444. Specifications. 

Business Week has issued this 
data book full of facts concerning 
editorial content, circulation, read- 
ership and market, with numerous 
advertising success stories. The ma- 
terial is arranged in concise form 
for easy reference to the subjects 
covered. 


No. 1461. It’s Check-Up Time. 


In this brochure The Saturday 
Evening Post presents itself for @ 
physical examination and _ invites 
the reader to be the doctor. It 
editorial content, circulation, read- 
er-interest, and promotional activi- 
ties undergo a thorough check-up 


No. 1448. 12 Women. 

The Philadelphia Inquirer has is 
sued this brochure, which is de 
voted to the 12 women writers ané 
their departments covering fashions 
home-making, gardening, shoppiné 
cooking and other features of pat 
ticular interest to the paper’s w 
men readers. The brochure show’ 
how these feature writers creat 
for advertisers a valuable fam! 
audience in the Philadelphia are* 


No. 1459. Newsprint That’s News 


Coy, Hunt & Co., U. S. distribute 
has issued this brochure, which é 
scribes the characteristics of Pri“ 
Brothers’ newsprint, manufacture 
by the Minton vacuum drier pro 
ess. Details of the process are giv® 
with color illustrations, photograP” 
and crayon sketches showing ™ 
printing results obtained with & 
of the paper. 
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ADVERTISING AGE 
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PERCENTAGE OF EXPENDITURES 
BY CHICAGO DEPARTMENT 
STORES PLACED IN THE CHICAGO 
TRIBUNE BY YEARS —1920-1938 


1920 


HICAGO department stores spent $145,000,000 for 
advertising in Chicago newspapers during the 19- 
year period 1920-1938. 

In 1920, the Tribune was second among Chicago news- 
papers in advertising expenditures received from depart- 
ment stores. In that year, another newspaper led the 
Tribune by $574,000—or 37.1%. 

Last year the Tribune was first, leading the next Chicago 
newspaper by $1,752,000—o0r 99.4%. 


During the 19-year period, the Tribune's percentage of 


these stores’ newspaper advertising expenditures has risen 
from 27.2% in 1920 to 50.5% in 1938. 

These huge retail institutions spend more money for 
advertising in the Tribune than they spend in all other 
Chicago newspapers combined because from first-hand ex- 
perience they know that the Tribune produces best results. 


$45,000,000 WORTH OF EXPERIENCE: J 
FOR YOUR GUIDANCE 


1938 


When your advertising runs in the Tribune, you reach 
more potential purchasers of your product—no matter 
what you sell or to whom you sell—than are reached by 
any other medium you can use in this market. 

Every day of the week, more than 725,000 families right 
in metropolitan Chicago are attracted to the Tribune by 
the vital quality of its news reporting, its forthright edi- 
torial policy, its compelling comics and its helpful feature 
and service departments. 

This is Chicago’s largest constant audience. It includes 
a majority of all the families in metropolitan Chicago and 
practically as many families in city and suburbs as are 
reached by any two other Chicago newspapers combined. 

You can make more sales in Chicago by building your 
advertising program around the Tribune. Rates per 
100,000 circulation are among the lowest in America. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Total average net paid circulation now over 900,000 Daily—over 1,100,000 Sunday 
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February 20, 1939 


Fully Automatic 
Retail Store Gets 
Test in Memphis 


Money Dozit System to 
Be Expanded by Chain 
Operator 


(Picture on Page 1) 
Memphis, Feb. 16.—Memphis, 
which has been the birthplace of 
several self-service store systems, 
was introduced to a new one this 
week as the Money Dozit method 
opened a demonstration store in a 

prominent business district. 
The Money Dozit system, as the 
name implies, is an application of 
the coin operated dispensing ma- 


chine to the grocery field. 
sponsor is Fred Montesi, 
of Liberty Cash Grocers, 
32 stores in Memphis. The inventor | germs by a cellophane wrapper. 

is L. O. Garner, who has been work- | The Money Dozit system estab- 
ing on the plan for five years. A/|!ishes a new minimum in manpower 
feature of the demonstration store is |in chain stores, even banishing the 
a drug section, where nationally ad- | time-honored cashier. It also meets 
vertised brands may be obtained by |an objection to conventional chain 
dropping a designated amount into! store methods of which Clarence 


The | ping a quarter into the slot, for in- 
president stance, receives four nickels and 


operating | five pennies, all protected from 


the slot. |Saunders, creator of the Piggly- 
Wiggly system, and later the Kee- 
Perishables to Be Sold doozle, has made much capital— 


Mr. Montesi hinted that his pro- | possibility of mistakes in addition. 
jected grocery chain may handle a eae 
quick frosted foods, coin-operated | 
refrigerators already having been |Rowland Broiles Moves 
perfected. Meats and fresh vege-| Rowland Broiles Company, Fort 
tables will also be offered. Worth, Tex., agency, has moved to 
The promoters of the new robot | new quarters in the Dan Waggoner 
merchandising plan lay great em- | bidg. 
phasis on sanitation. All cases are | 
dustproof and fully protected both | 
from vermin and petty pilferers. A Lacquerwax Company, Hartford, | 
feature of the plan is the installa~|Conn., has appointed Wilson & 


tion of automatic money changers | Haight, Hartford, to direct its ac- 
throughout the store. Anyone drop- | count. 


Lacquerwax to Agency 


Erwin, Wasey 
Lands Air Account, 


Shifts Personnel 


Chicago, Feb. 14.—With selection 
of Erwin, Wasey & Co., New York 
‘and Chicago, to handle the $300,000 
campaign of the Air Transport As- 
sociation of America, a change in 
the management of the Chicago of- 
fice of the agency was announced 
this week. 

Homer McKee, veteran advertis- 
ing man, has been appointed Chi- 
cago manager of Erwin, Wasey & 
Co. Associated with him will be 
W. L. Marshall, who comes from 
the New York office. C. R. Vail, 
| general manager of Erwin, Wasey & 
Co., Ltd., Chicago, for two years, 
returns to New York to handle a 
special assignment. 

The advertising committee of the 
Air Transport Association of Amer- 


“chandise é ag sheltts and from preferred display space 
into market baskets... . that excites dealers and i ares sales- 


no strange abracadabra is. a gh witches’ potions sg 
cocted by the light of the moon...but into the WLW _ 

cauldron is carefully stirred and skillfully blended one part 

imagination, one part showmanship, one part facilities and 


three parts conscientious and sincere effort. The resulting 
~ elixir will bring results whether you're planning a test cam- | 


_ paign or a full net work presentation. In either case, consider 
the value of those magic words... “produced in the studios 3 
of the Nation's atti  geceanins al en radio — 


| ~. Whe Scat’ pok at February, 1939, 
WLW originated 157% more commercial 
_ network quarter hour units than it did — 
during the first week of September, 1938 — 


sié 


t more and more natior 


advertisers ae realizing the magic 0 


ONLY WINNER OF 


Two 


“ARTE TY 


a SHOWMANSHIP AWARDS | 
'® FOR PROGRAM ORIGINATIONS 


WINS PROMOTION 


Homer McKee 


ica aiewet for several days to pick 
an agency for the long-projected in- 
dustry campaign, hearing almost a 
score of presentations from agencies 
in New York and Chicago. The 
final conclusion was reached late 
Sunday by the committee, headed 
by Charles A. Rheinstrom, vice- 
president in charge of sales, Ameri- 
can Airlines, Inc. To secure the 
freshest possible viewpoint, the 
committee decided to exclude from 
the competition agencies already 
handling accounts of individual 
members of the association. 


Divide Copy Chore 


F. W. Barker, secretary of the as- 
sociation, said that the final deci- 
sion was made largely on the ba- 
sis of personality and the assur- 
ance that the forthcoming cam- 
paign will be indited by principals 
of Erwin, Wasey & Co. O. B. Win- 
ters, executive vice-president and 
secretary, New York, will share 
the copywriting burden with Mr. 
McKee. The account executive 
will be Roger M. Combs, Jr., of the 
Chicago office, former sales promo- 
tion manager of American Airlines. 
Media will not be discussed until 
other details have been disposed of. 

Mr. McKee joined the Chicago 
office of Erwin, Wasey & Co. about 
a year ago, after having operated 
his own agency, Homer McKee & 
Co., for many years, with a brief 
interlude as head of the Chicago 
office of United States Advertising 
Corporation. 


Genske on Own 


Roger W. Genske, formerly chief 
of the copy department of Trayton 
H. Davis & Associates, Milwaukee, 
has opened his own office at 759 N. 
Milwaukee street, Milwaukee, to 
specialize in direct mail promotion 
for industrial manufacturers. 


Wright Joins BEV 

Donald M. Wright, formerly head 
of Donald M. Wright Service 
Agency, New York, has _ joined 
Briggs & Varley, New York, as ac- 
count executive. 


— — 


— Advertisement — 

Legionnaire Market Shown 
As High in Buying Power 

Whether your impression of the Amer 
ican Legion market is that of an adver 
tiser in the magazine, an observer of Legion 
activities in local communities, or merely 
that of a parade-watcher, it is probable that 
the recently published market study, “Buy 
ing Power Facts,” will greatly enlarge that 
impression. Through Ross Federal personal 
interview investigation of 2,791 AMERICA 
LEGION MAGAZINE subscribers, in 15 
cities and towns, an imposing picture # 
above-average buying power is presented 
According to the study, 36.55% of Legion 


naires own their own business, 58.68% 
more are gainfully employed, and ofl) 
4.83% are retired or unemployed. Wh# 


this means in terms of family life, Income 
home ownership, and the possession 
automobiles, radios, vacuum cleaners, ne 
burners, and similar evidences of materi# 
prosperity is shown in admirable graph ape 
statistical form—quickly read and analyzeé 
Comparisons, with details of ownership, 
of properties owned, etc., combine to create 
a most favorable standing for the 968 
subscribers, and the 2,366,158 other fami 
members of the field. Copies of the stu! 
available on request to Frederick lL 4 
guire, American Legion Magazine, 9 ® 
feller Plaza, New York, N. Y. 
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SIGNED 2.2 SEALED 4e/ore DELIVERED § 


. b- STAMP OUR NAME EACH CUT IS WRAPPED :) "a WE MAKE A e) 
2 ¥ EVERY ENGRAVING CELLOPHANE TO KEEP 25) WE KEEP IT—TRY US 
to 
Dio you ever see a halftone talking? paid is returned to you.” Could anything 


graver’'s signature on a set of process plates Now about this cellophane business. 


«| In other words did you ever see an en- ‘ M be fairer? 


Well, any electrotyper will tell you he | 
can't mold from a dirty halftone. So we Thine 


ora minimum zinc? We put our mark on 


CHICAGO 


 F every cut we make because we're proud 


wt f Of our product. This signature is a reminder wrap each cut in a transparent jacket. 


Keeps them spotless and they can be iden- 


«x, Of our promise: “We guarantee every | 
tified instantly. A far cry from the old “gas a 4 


 f Collins, Miller & Hutchings, Inc. engrav- 


wt f Ing to give satisfaction, or the price you jet” days, isn’t it? May we have an order? al 


o *Phuto of children by H. Armstrong Roberts 


}COLLINS, MILLER & HUTCHINGS !%¢- 


207 NORTH MICHIGAN AVENUE: CHICAGO 
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P. L. Thomson Gets 
Annual Award for 


Advertising Service 


Harold Thomas Hon- 
ored; Agencies Cited 
for Outstanding Copy 


New York, Feb. 16.—Philip L. 
Thomson, director of public rela- 


tions for Western Electric Com- | 
pany, and president of the Audit | 
Bureau of Circulations, was| 


awarded the gold medal for Gis. | 
tinguished services to advertising,” 
at the Annual Advertising Awards 
dinner held last night at the Wal- 
dorf-Astoria hotel. A silver medal 
in the same classification went to 
Harold B. Thomas, vice-president of 
the Centaur Company, and a mem- 
ber of the board of directors of the 
Association of National Advertisers. 
Twelve bronze medal awards were 
made in five other divisions. 

The award to Mr. Thomson was 
based on his activity in the field of 
corporate public relations and in- 


GETS SERVICE AWARD 


i | 


P. L. Thomson, Western Electric Com- 

pany's director of public relations, who 

has been presented with the annual gold 

medal for ‘distinguished services’ to 
advertising. 


stitutional advertising, in which he 
was credited with exerting “a 
marked influence towards raising 
the standards of American adver- 


tising and the observance of sound 
business principles by both adver- 
tisers and _ publishers.” In the 
| presentation to Mr. Thomas, who is 
|chairman of the copy testing com- 


and Young & Rubicam (Frankfori 
Distilleries). 

Advertisements in national news- | 
paper campaigns—medal award, | 
Lord & Thomas (Pacific Mutual | 


| mittee of the Advertising Research | Life Insurance Company). MHonor- | 
Foundation, attention was directed |able mentions—N. W. Ayer & Son 


i|to his accomplishments 


= | advertising research. 


Record List of Entries 


Entries in the competition, spon- 
sored by Advertising & Selling, 
topped all previous years. There 
were 779 complete campaigns in- 
cluded, represented by 7,517 in- 
dividual pieces of copy. Other 
awards included the following: 

Advertising as a _ social force: 
Medal award—Arthur Kudner, Inc. 
(Association of American Rail- 
roads). Honorable mentions—Paris 
& Peart (Great Atlantic & Pacific 
Tea Company); Arthur Kudner, 
Inc. (Nation’s Business); and Wil- 


liam H. Rankin Company (Na- 
tional Air Travel Week). 
Awards of media groups for 


“technical excellence and _ ethical 
soundes: ’: 

Advertisements in national maga- 
zines—medal award, Batten, Bar- 
ton, Durstine & Osborn (Corning 
Glass Works). Honorable mention 
—Fuller & Smith & Ross (Westing- 


house Electric & Mfg. Company); 


RADIO STATION WMC IS NOW OFFER- 


ING FOR SPONSORSHIP 4 


15 MINUTE DAILY NEWS BROADCASTS. 
COMPLETE INS SERVICE INSTANTLY 
TRANSMITTED TO WMC FOR IMMEDI- 
ATE BROADCASTING. MOST COMPRE- 
HENSIVE RADIO NEWS SERVICE EVER 
BROADCAST TO MID-SOUTH NOW MADE 
AVAILABLE AT PACKAGE PRICES 


ACTUALLY LESS THAN TIME RATES. 


ASK FOR DETAILS. 


COMPLETE 


18 HOUR 


———————— 


NEWS SERVICE 


7:45 to 8:00 A.M. 
12:15 to 12:30 P.M. 
6:30 to 6:45 P.M. | 
10:30 to 10:45 P.M. | 


| MONDAY thru SATURDAY 


WMC Memphis 


NBC RED NETWORK 


* 


} Owned and Operated by 


| THE COMMERCIAL APPEAL 
“The South’s Greatest Newspaper” 


NATIONAL REPRESENTATIVE: THE BRANHAM COMPANY 


eget 


in sound! (Ford Motor Company) and Fuller 


'dents have of “big business” may 


| nouncements—medal 


| said, confine their reading on busi- 


& Smith & Ross (Aluminum Com- 
pany of America). 


General Motors Copy Chosen 


Local advertisements in news- 
papers—medal award, Arthur Kud- 
ner, Inc. (General Motors). Honor- 
able mentions—L. Bamberger & 
Co. and Northern States Power 
Company. 

Advertisements in industrial 
publications—medal award, N. W. 
Ayer & Son (Caterpillar Tractor 
Company). Honorable mentions— 
General Electric Company and 
Rickard & Co. (Bakelite Corpora- 
tion). 

Advertisements in trade or pro- 
fessional publications — medal 
award, Kenyon & Eckhardt (Spool 
Cotton Company). Honorable men- 
tions—Batten, Barton, Durstine & 
Osborn (Atlantic Monthly) and 
Columbia Broadcasting System. 

Technical distinction: 

Advertisements distinguished for 
layout, art and typography—medal 
award, George Bijur, Inc. (Time, 
Inc.). Honorable mentions—N. W. 
Ayer & Son (Lincoln Motors); and 
Young & Rubicam (Lipton’s Tea). 

Advertisements distinguished for 
copy—medal award, N. W. Ayer & 
Son (Ford Motor Company). 
Honorable mentions—Batten, Bar- 
ton, Durstine & Osborn (Manufac- 
turers National Bank of Troy): 
George Bijur, Inc.; Erwin, Wasey & 
Co.; Lord & Thomas (All-Year 
Club of Southern California); R. H. 
Macy & Co.; and Young & Rubi- 
cam (Cluett, Peabody & Co.). 

Research achievements — medal 


award, Scripps-Howard News- 
papers; honorable mention, Out- 
door Advertising, Inc. 
Radio Award to Reber 
Radio awards: 
For contribution to “knowledge 


and technique of radio advertising” 
—medal award, John U. Reber, 
vice-president, J. Walter Thompson 
Company. 

For outstanding skill in program 
production—medal award, Batten, 
Barton, Durstine & Osborn (March 
of Minnesota). 

For excellence of commercial an- 
award, Mar- 
schalk & Pratt (Esso Marketers). 


Wisconsin Teacher 
Raps ‘One-Sided’ 
Study of Business 


Green Bay, Wis., Feb. 13.—The 
distorted opinion that many stu- 


be largely due to the one-sided 
studies made by their teachers, it 
was charged here last week by Prof. 
Robert A. Aurner, of the University 
of Wisconsin. 

Too many teachers, Prof. Aurner 


ness to such literature as “100 Mil- 
lion Guinea Pigs” and Consumers’ 
Research. These pedagogues, when 
imbued with this type of material 
then becoming unwitting disciples 
of muck-raking in their classrooms, 
he asserted. 

“Before I can get some sort of 
balance in my classes during the 
summer session (when many teach- 
ers are students), it is necessary for 
me to outline fully the position of 
the American buyer and to clear the 
cobwebs of prejudice from the 
minds of those who have already a 
definitely distorted idea of busi- 
ness,” he commented. 


KINY Studios Destroyed 


The studios and offices of Station 
KINY, Juneau, Alaska, were de- 
stroyed by fire Feb. 8, but programs 
were not interrupted as controls 
were shifted to auxiliary studios at 


the transmitter plant a mile south 
of Juneau. Construction on new | 
studios in the Baranof Hotel will | 
be started soon, Edwin A. Kraft. of | 
Seattle, KINY owner, has announced. | 


$140,000 Ad Budget 
for New United 


Artists Picture 


New York, Feb. 14.—Increaseq 
use of national magazines wil] 
mark the promotion of United Ar- 
tists’ new motion picture, “Wuther- 
ing Heights,” according to plans re- 
vealed here today. Newspapers and 
outdoor will also be used and in the 
three media a total of $140,000 wi} 
be expended in a_ concentrated 
drive during April. 

Full pages in color have already 
been scheduled in The American 
Weekly, Collier’s, Cosmopolitan, 
Ladies’ Home Journal, Life, Mc- 
Call’s, and The Saturday Evening 


Post. Others will be added later, 
Donahue & Coe is handling the 
campaign. 


Similar Campaigns Used 

During the current season, United 
Artists has used similar campaigns 
to introduce such pictures as 
“Drums,” “Topper Takes a Trip” 
and “Trade Winds.” Later in the 
spring a drive will be launched for 
“Four Feathers,” filmed in techni- 
color. In this instance color gra- 
vure will be used extensively to 
make the most of the Sudan set- 
tings. 


WHICH ROAD 
DO YOU CHOOSE? 


F F i. . 

i % } 
. ob ~ s oo . 
m— Detour Pa Detour } Ra, 


i uh: Detour 
* . 


a! in, aaa 


pee know that detours are 
always irritating, generally 
costly—and sometimes the 
cause of serious loss . . . Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork?.. . 
When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route—Faithorn 3-in-]— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule —clean and hand- 
some, fit to carry your sales mes- 
sage with honor... You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings — through every step of production. 


@ For years the 
J. P. Smith Shoe Co. 


haverouted muchof RR \ 
their printing over pane + 
Faithorn 3-in-l. Ask a 
them how theylikeitl 

Snith Smait Shou 


ee oe Ree ee oe 


ee ene te 
ee Re ee ee 


mee 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 
You can use one or all—just as you wish 
but all are here, ready to serve you.-- 


Speed, economy and satisfaction assured 


FAITHOF 


YOUR NAME HERE 


CORPORATION 


504 Sherman St., Chicago + Wab. 7820 


DAY AND NIGHT SERVICE 
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Seeks Strict Law | 
on Copy in Behalf 
of Imported Goods 


Congressional Proposal 
Would Apply to All 
Media 


Washington, D. C., Feb. 14.—No 
advertising legislation in the pres- 
ent session of Congress threatens to 
stir up as much controversy as the 
Flannery bill, H.R. 3582, which pro- 
poses that not only shall all im- 
ported articles and goods be labeled 
as to the country of origin, but that 
such facts must be stated at the 
start and conclusion of all radio 
broadcasts and must appear in all 
advertising carried by newspapers, 


magazines, outdoor display signs, 
billboards, posters, window dis- 
plays, counter displays and “all 


other advertising media of any de- 
scription.” 

While the present Customs Ad- 
ministrative Act already provides 
that imported goods must. be 
marked as to country of origin, the 
two other major provisions of the 
proposed legislation are completely 
new features to advertising bills in 
Congress. 

Under the terms of the bill the 
act would be administered by the 
Federal Trade Commission. The 
latter has not yet made any ex- 
tensive study of the subject matter 
nor issued any report to the House 
Interstate and Foreign Commerce 
Committee to which the bill has 
been referred. The FTC made it 
clear this week that the proposal 
is not a “Commission-sponsored” 
bill, such as the Wheeler-Lea Fed- 
eral Trade Amendments Act of the 
last Congress and the wool labeling 
bills of the present session. Never- 
theless, the commission will be 
asked to study the legislation and 
make recommendations to the house 
committee when the bill is taken up 
for consideration. 


For the present the legislation 
will be inactive. The House com- 
mittee is busily tied up with 


transportation matters and it will 
be weeks before any attention can 
be given to the Flannery bill. 


Claims Importers’ Support 


Representative Flannery (Dem., 
Pa.) has been working for some 
time on his bill and feels that sub- 
stantial support for it exists among 
importers. He is at present carry- 
ing on an extensive correspondence 
with interested groups in many 
lines of business and indicates that 
thus far most comment has been 
favorable. 

Major provisions of the bill fol- 

“Sec. 2. 


vertise, 


That no person shall ad- 
in any form or manner, any 
imported into the United 


States for sale, unless such adver- 
Using shall contain in legible Eng- 


~STANDARD’- 
HAS IT As Usual 


1938 magazine, farm 
Paper and radio ex- 
penditures for each ad- 
vertiser for the full year. 


articles 


These figures are only one of the 
features that makes Standard 
Advertising Register the leading 
acvertisers directory. It's full of 
eal sales producing data. 

. . 7 

..The 1939 
Product edition 
will be ready 
in April... Get 
your advance 
order in now. 


NATIONAL REGISTER 
PUBLISHING CO., Inc. 


390W.42ndSt. 333 N. Michigan A 
New York Chicago “ 


lish words, in a conspicuous place 
that shall not be covered or ob- 
scured in any manner, a statement 
which definitely indicates the coun- 
try of origin of said articles. 


Applies to All Forms 


“Sec. 3. This Act shall apply to 
any and all forms of advertising of 
imported articles in daily, weekly, 
monthly, biweekly, bimonthly, and 
Sunday newspapers, magazines, 
both of national and local publica- 
tion, to pamphlets, books, booklets, 
brochures, circulars, envelopes, en- 
velope stuffers, outdoor display 
signs, billboards, posters, window 
displays, counter displays, and all 
other advertising media of any de- 
scription. 

“Sec. 4. 


That in promotion and 


advertising, through the medium of 
radio broadcasting, of articles im- 
ported from a foreign country for 
sale in the United States, the broad- 
casting announcer’ shall at the be- 
ginning and end of each broadcast 
period clearly state the country of 
origin of the articles so advertised. 


Provides for Fine 


“Sec. 5. Any person convicted of 
violating the provisions of this Act 
shall be punishable by a fine of not 
more than $1,000 or imprisoned not 
more than one year, or both, for 
each violation of this Act. 

“Sec. 6. The Federal Trade Com- 
mission shall prescribe the neces- 
sary rules and regulations for the 
enforcement of the provisions of 
this Act.” 


Benton Names Agency 


J. E. Benton Management Corpo- 
ration, Los Angeles, has appointed 
Shattuck & Ettinger, Beverly Hills, 
to handle the advertising for six 
of its properties in California. The 
properties are Park-Wilshire, Gay- 
lord and Arcady apartments, Los 
Angeles; El Cortez Hotel, San 
Diego; Constance Hotel, Pasadena, 
and Halifax Apartments, Holly- 
wood. Newspapers, magazines, ra- 
dio and outdoor advertising will be 
used. 


NAAN Meets in June 


National Advertising Agency Net- 
work will hold its annual conven- 
tion June 1-3 at the Park Plaza 
Hotel, St. Louis. Oakleigh R. French, 
St. Louis, is managing director. 


Barclay Joins Geraghty 


Shepard Barclay, formerly head 
of the merchandise license bureau 
of the New York World’s Fair, is 
now Eastern manager of Geraghty 
& Co., Chicago manufacturer of ad- 
vertising specialties. Mr. Barclay 
has inaugurated a new service to 
aid Fair exhibitors by furnishing 
souvenir novelties for distribution 
at the exposition. Headquarters in 
New York are at 122 E. 42nd street. 


Association Names Agency 


Grant & Wadsworth and Casmir, 
New York, has been appointed to 
handle a cooperative newspaper ad- 
vertising campaign for Insured Sav- 
ings Building and Loan Association, 
Bergen County, N. J. Philip Mc- 
Kenna Southworth is account 
executive. 


Portland grocers say that the Journal is their best source 
of sales-vitamins. They say so in an overwhelming way. 
(Linage figures for 1938 at the right are from Media 
Records.) They have found its concentrated circulation in 
this concentrated market sells more of their customers. 


Logical, isn’t it, that if the Journal is your retailer’s 
first choice, it should also be yours. Your advertising in 
the same paper he uses will strengthen his hand—and 


WHERE CAN 


SALES-VITAMINS 
IN PORTLAND? 


I BUY 


THE DAILY FARE of the retailer is sales-vitamins. He 
can’t take any chances on his business health. He can't 
wait for slow recuperation. He has to get results right now. 
His cash register tells him the story at the end of the day. 
He has to be in the right newspaper—or else! 


yours —in this market. 


THE JOURNAL 


REYNOLDS-FITZGERALD, INC., NATIONAL REPRESENTATIVES 
CHICAGO = 
FRANCISCO - 


PORTLAN 


WEW YORK * 
SAN 


PHILADELPHIA 
LOS ANGELES * 


DETROIT 
SEATTLE 


IN JOURNAL 
SPACE...THE 


Daily National Grocery Linage 
JOURNAL ... 313,304 lines : 
a eae @ Total 


"2nd Paper so 160,760 lines 
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February 20, 1939 


Voice of the Advertiser 


Problems of the 
Consumer Movement 


To the Editor: In your contacts 
with business executives, have you 
discovered many who would agree 
with your suggestion on the edi- 
torial page of your Feb. 6 issue? 
You said that business should ex- 
tend a cooperative hand to the con- 
sumer movement by producing 
exhibits and educational material 
“actually giving worthwhile buying 
information instead of merely ex- 
tolling the merits of Soanso’s soap 
or clothes or furniture.” As you 
suggested, practically all of the 
so-called consumer helps put out by 
business are impregnated with 
product publicity. Industries have 
rushed into printing booklets and 
producing visual material for use 
before consumer groups with un- 
usual alacrity probably because 
here they have found a place where 
they can mix advertising with edi- 
torial matter—a practice publishers 
of magazines and newspapers have 
frowned upon. 

I am afraid business executives 
do not appreciate what they are up 
against when they face the fast 
growing consumer movement. In- 
dustry has taken most of the work 
of the home out into the factory, 
freeing the upper middle class 
women to participate in political 
and economic activities. They are 
taking hold of this consumer move- 
ment in the same spirit that women 
leaders fought for woman suffrage 
and prohibition. If business refuses 
to cooperate with them, they will 
enjoy a fight. However, if business 
does not make the same mistake in 
this instance that it did in its rela- 
tions with organized labor, there is 
no necessity for a fight. As you 
say, these women are eager to work 
with business in solving their prob- 
lems of consumption. Let business 
cooperate enthusiastically with the 
consumer movement and most of 
our political and economic difficul- 
ties will be on the way to solution. 

Burr BLACKBURN, 

Director of Research, House- 

hold Finance Corporation, Chi- 

cago. 
+, ¥ 


Sometimes We Wonder 

To the Editor: “Subordinating the 
usual leg appeal that marks most 
feminine hosiery copy, Berkshire 
Knitting Mills will feature conver- 
sational headlines, etc.” Thus in 
your Feb. 13 issue. 

Then you illustrate as pretty a 
pair of femme props (right up to 
the kneecap) as one would wish to 
gaze on. Wonder what length of leg 
it takes to not subordinate leg ap- 
peal? 

J. B. MILcraMm, 
Brooklyn, N. Y. 


~~ | 


People Who Live 
in Glass Houses... 


To the Editor: It burns my 


trousers to see grammatical errors 
in copy and letters written by guys 


who ought to know better. And 
when one of ’em makes mistakes in 
a letter criticizing someone else— 
well, boy, that sears a hole right 
through to my purple shorts. 

Only “cranks” register gripes for 
the sheer, smug satisfaction they 
apparently get out of yelping about 
something. But I in the unstinted 
impetuousness of my _ innocent 
youth, think I have a point here: 

In your Jan. 30 issue, “Voice of 
the Advertiser’ department, you 
printed a letter from R. A. Ruppert, 
director of advertising, WKRC. 
Now, Mr. Ruppert is undoubtedly a 
very fine man (with a good sense of 


humor, too); but when he sends you 
someone else’s letter and holds it up 
as a glaring example of how not to 
write, he, by gosh, ought to be more 
careful of his own English. 

Viz., and to wit: Mr. Ruppert be- 
gins, “Who said hill-billies weren't 
news.” What? No question mark? 
Nope. And, furthermore, any high 


This department is a reader’s forum. Letters are welcome. 


school grammar book tells why 
“aren’t” should replace “weren’t.” 
Not just for grammatical reasons, 
either; doesn’t Mr. Ruppert, as an 
advertising executive, know that 
the present tense is, in nearly all 
cases, more effective than the past 
tense? 

This would all be very trivial, 
only I see such stuff all the time. 
Ain’t ad men got no education? Or 
do they just “not bother,’ under- 
estimating the I. Q. of Mr. Average 
American and his sensitivity to bum 
English? Or are we hypocritical 
about high standards? I am just a 
youngster in this business, and I 
want to know. 

GENE REICHERT, 


Copywriter, Armstrong Cork 
Company, Lancaster, Pa. 
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He Lives and Breathes 


To the Editor: I am sending you 


herewith a copy of our latest cata- 
It may interest you to know 


log. 


that, although Jim Brown may seem 
to be a fictitious character, he is a 
real person, very much alive. This 
is his 50th anniversary in business, 
and 1939 marks his 75th birthday. 

You may be interested also in the 
letter attached between the second 
cover and page one, as well as in 
page one itself. In these days of 
seemingly cold-blooded corpora- 
tions we think a little more warmth 
and personality can be injected in 
literature sent to customers and 
prospects; perhaps not so “Jim 
Brownie” but at least more human 
than the examples that come to my 
desk. 

M. B. SACKHEIM, 
Vice-President, Brown Fence & 
Wire Company, Cleveland. 

vvwr 


Embarrassing Moment 
+ To the Editor: The Pan-Ameri- 
can Coffee Bureau in the Jan. 
21 Saturday Evening Post: “Coffee's 
pick-up lasts only two hours.” 
Sanka coffee on “We The Peo- 
ple” Feb. 7: “You can count sheep 
by the thousand, but if you’re one 


of those affected by caffeine, you 
may tumble and be restless until 
daylight.” 


Shouldn't the coffee producers try 


“hurting the 
thing? 

Of course we in the advertising 
profession appreciate that such copy 
is merely “licensed selling persua- 
siveness” and not necessarily in- 
tended as statement of fact—but 
what do the Dear Public and the 
FTC think? 

Harry CLATFELTER, 
Peoria, Ill 


industry”—or some- 


vegse$YF 


Shocking, If True 


To the Editor: Future, “the mag- 
azine for young men,” reports as 
follows on the status of Junior 
Chamber of Commerce members 
between the ages of 20 and 25: 
gy ee 20% 
Have Children . 27% 


What's this, civic enterprise? 
WILLIAM F. SELLECK, 
Portland, Ore 


to sell Sanka the idea that they are | 


Unkind Cut 


To the Editor: The cancellation 
of the M-G-M show for Maxwell 
House coffee might change their 
slogan to: 

“Good to the last flop.” 

HAROLD A. STRETCH, 

Advertising Director, Philadel- 

phia Inquirer, Philadelphia. 
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It's a Sure Thing 
To the Editor: According to the 
Jan. 30 issue of ADVERTISING AGE, 
it’s: 
“A Royal Flush in Texas.” 
—The Dallas Morning News. 
“What’s A Sure Thing Today?” 
—The Journal, Portland, Ore. 
“They Pay Off on Second, too!” 
—The Washington Post. 
With these headlines and accom- 
panying illustrations—wow! What 
a gamble this newspaper is getting 
to be! 
MILTON A. FOLAND, 
Advertising Manager, Oregon 
Voter, Portland, Ore. 


KVOA, Tucson, 
NEC Affiliate 


Station KVOA, Tucson, Ariz., has 
affiliated with the National Broad- 
casting Company as a unit of the 
newly-formed Arizona group of the 
network. 

The Tucson station also has be- 
gun exchange of outstanding pro- 
grams with KTAR, of Phoenix. 
Both are owned by the Arizona 
Publishing Company, publisher of 
the Arizona Republic and Phoenix 
Gazette, morning and evening 
dailies of Phoenix. 


Poster Contest Readied 


The 1939 theme of the annual 
poster contest sponsored by Devoe 
& Raynolds Company, New York, 
will be “Travel In America.” The 
contest, which starts March 1 and 
ends April 30, will have cash prizes 
amounting to $1,500. Outstanding 
entries will be exhibited in the 
Transportation bldg. at the New 
York World’s Fair. 


To Needham & Grohmann 


Norman Yule, government com- 
missioner for the Colony of South- 
ern Rhodesia, has appointed Need- 
ham & Grohmann, as advertising 
agency. The Travel and Victoria 
Falls exhibit at the New York 
World’s Fair will be advertised. 


———a 
es, 


Kratt-Phenix 
in New Home 


Kraft-Phenix Cheese Corpora. 
tion, Chicago, opened its new inter. 
national headquarters building at 
Grand avenue and Peshtigo Court 
Feb. 11. 

Glass enclosed galleries through 
which visitors may see the manu- 
facture of cheese are a feature. 


Perry to Herald 


Herald Advertising Agency, 
Philadelphia, has been appointed to 
handle promotion for Pesco weld- 
ing wire and flux, a product of the 
Perry Equipment and Supply Com- 
pany, Philadelphia. Direct mail wil] 
be used exclusively. 


Ad Women to Dance 


Advertising Women of New York, 
will hold its 27th dinner dance at 
the Hotel Biltmore, New York, 
March 17. The proceeds will be ap- 
plied mainly to the expansion of the 
club’s consumer forums at Town 
Hall, New York. 


Scales to Tyson 


Richardson Scale Company, Clif- 
ton, N. J., manufacturer of auto- 
matic weighing machinery, has 
appointed O. S. Tyson & Co., New 
York, to direct its advertising. 
Business papers and direct mail will 
be used. 


Another First for America’s Fourth c Ny 


\ 


Detroit mangoes Nation in Value of we 


SS, we 


ys watching the weekly automobile production figures 
climb to new 1939 highs, as they widen the margin of 


gain over a year ago by as much as 50°; 


some weeks, don’t 


overlook another important factor that is contributing substan- 


tially to improvement in the Detroit Market. 


That factor is 


HOME BUILDING. Here are the figures recently released 
in a survey by the National Association of Building Trades 


Employers: 


® In 1938, Detroiters built 6,582 new homes, with a total 
value of $34,342,178. This was the largest sum spent 
on new home construction in any city of the country 


last year! 


Increases are forecast for 1939. 


Remember this when considering “key” markets for ’39. Also, 


remember that The Detroit News, alone, reaches 631°; 


of 


all Detroit homes taking any weekday newspaper regularly; 


that 76°; 


of its entire city circulation is HOME DELIVERED. 


The Detroit News 


New York: I. A. KLEIN, INC. THE HOME NEWSPAPER 


Chicago: J. E. LUTZ 
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“ wa A Fe 
cost was from $1.19 to $75.43. The 

latter figure applied to a medical 
paper. The increase in the number 
of inquiries is attributed to use of 
coupons and to a tie-up with the 
state campaign. 

The Atlantic City promotion ef- 
fort used 155,000 lines in 135 news- 
papers in 72 cities. Newspapers are 
also expected to get the lion’s share 
of the 1939 appropriation, which 


cow has been equally active in the |striking parade of pictures. 


Agency Technique ‘hast “ae ares 
Helps Sell America | 
on Boy Scouts 


That 
it works is self-evident, for the first 
three prospects upon whom it was 
tried gave generously, though none 
had given previously. One likewise 
of the Scouts themselves, all pred- enlisted the interest of two friends.” 
icated on service to God and coun-| Mr. Nichols said that the adver- 
try. A few pictures show the dis- | tising agency excels in ability to see 
advantages under which much |straight through a complicated sub- 
American youth is laboring and ac- | ject or situation, get quickly to the 
centuate the Scouts’ need for ade-|important points and dramatize 


Coupons Step Up 
Inquiries for 
Atlantic City 


Atlantic City, Feb. 16—The 
$60,251 municipal campaign con- 
ducted by Atlantic City last year 
produced 19,025 inquiries at an 
laverage cost of $2.82, according to 


Following pages picture activities 


Eo aay ae *'y 


Dramatic Story of Na- 
tion's Future Told in 
New Presentation 


New York, Feb. 16.—‘After us— 
the deluge.” 

Americans who, reading in their 
daily papers of strange doings here 
and abroad, have been inclined to 
share the cynical philosophy of 
Louis XV, are taking new hope, and 
are preparing to stake the Boy 
Scouts of America against the field 
of dictators and communists. 

One reason is “America’s An- 
swer,” contribution of J. Stirling 
Getchell, Inc., to the country’s un- 
derstanding of Boy Scout objec- 


tives. Another is “Young America,” 
which, produced by Louis G. de 
Rochemont for the “March of 
Time,” had its premiere at Radio 
City Music Hall last week and will 
be shown in 8,000 theaters within 
the next two months. 

Discussing the significance of 
these two efforts before the Adver- 
tising Men’s Post 209, American Le- 
gion, Al Nichols, public relations di- 
rector of the Boy Scout Foundation 
of Greater New York, praised the 
enterprise of the Getchell organiza- 
tion, which realized that ready-at- 
hand lay the answers to the pray- 
ers of millions of Americans, and 
predicted that the motion picture 
industry and the country at large 
will honor Mr. de Rochemont for 
his interpretation. 


More Vital Than Child’s Play 


The Getchell book, “Young 
America,” he said, is designed to 
change the average man’s concept 
of the Boy Scouts from that of 
small boys making a fire without 
matches to future rulers of this 
country on the platform of rever- 
ence, tolerance, cleanliness and 
strength. 

Designed originally for local use, 
the book far transcended this lim- 
ited application and Dr. James E. 
West, chief scout executive of the 
Boy Scouts of America, and Leslie 
Stratton, director of public rela- 
tions for the national Scout organ- 
ization, have arranged for national 
distribution as part of the Scout 
emphasis upon American principles 
and ideals. 

“America’s Answer” reflects the 
familiar Getchell use of bold pic- 
tures and clamorous type. One pic- 
ture to a page relates a story of war 
and hatred sundering the world. 
The two outstanding dictators, wiser 
than democratic leaders, are pre- 
paring for tomorrow by training 
their countries’ youth in the art of 
intolerance and bloodshed. Their 
philosophy is even invading this 
country, thousands of children hav- 
ing been enrolled in Bunds. Mos- 


"Wocuised” Aduertising in 
THE MIDWEST 
FARM PAPERS 


quate financing. 
Modern Selling in Social Service 


“This book applies modern selling 
technique to social work, publicity 


and financing,” Mr. Nichols told the | 


Legionnaires. “The average man 
who gives a few hours to raise the 
funds necessary to continue the Boy 
Scouts of America has not the time 
to make an independent study of 
the methods and values of scouting 
in training youth. 

“Our advertising consultants pre- 
pared ‘America’s Answer’ as a sales 
talk given by a volunteer money 
raiser to his friends as he sits by 
the prospect’s desk and displays the 


CHARLOTTESVILLE 


|them in such a way that they are 
‘in harmony with public thinking. 
‘He added that appearance 


friendly offers of cooperation from 
a host of publicity avenues. 


Two Appoint Lamb 
The horticultural division of 


American Chemical Paint Company, 
Ambler, Pa., has appointed James 
G. Lamb Company, Philadelphia, to 
direct a campaign for Rootone, 
plant hormone in powder form. 
Magazines and horticultural papers 
will be used. American Elevator 
Company has also named _ the 
agency to handle its account. 


figures divulged today by Dorland 
Advertising Agency. This includes 


pe — b . ; of only coupon inquiries, excluding 
America’s Answer” has inspired | those received and answered by the 


Atlantic City Chamber of Com- 
merce. 

The 1938 record, compared with 
10,314 inquiries in 1937, was 
achieved largely by use of news- 
papers, in which $45,214 was in- 
vested, magazines receiving only 
$8,033. An additional $3,487 was 
spent in 24-sheet posters. Produc- 
tion costs, including booklets, ac- 
counted for $3,515. 

Cost per inquiry ranged from 58 
cents to $2.92 in newspapers of New 
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THIS NEW POWER GIVES YOU 12 
MARKETS FOR THE PRICE OF ONE! 


CuAaRLEs DICKENS’ 


this rich section. 


person. 


NEW YORK °« 


“Tale of Two Cities’’ can’t hold 


a candle to this! Facts, not fiction, prove that the 50,000 
Watt power of WRVA is far and away the best buy in 


Virginia's only 50,000 Watt station will give you com- 
plete coverage in Richmond and Norfolk and Portsmouth 
and Newport News and Petersburg and Suffolk and 
Fredericksburg and 13 other worthwhile cities and 50 
counties in Virginia and North Carolina. 

The naked truth about WRVA’s new 50,000 Watt 
coverage is shown on Engineer Godley’s map above. 
The bare facts about the market itself are shown in the 
chart at the right. Let us give you all of the story in 


PAUL H. RAYMER CO., National Representative 


CHICAGO 


DETROIT SAN FRANCISCO 


ips are 


York City. The magazine inqui 


‘ te 
2). 


MARKET FACTS AT 


OD weve mance: 
Counties within red line on above map; market figures Market figures as quoted by a Norfolk 


227,026 
roon | 
salts [Si8, 710.000 ~~) 
OV MMEE $21,770,000 = 
ss 


iry 


from U.S. Dep't. of Commerce 1935 Census of Business. 


| will be about the same as last year. 


StyleWear to Grant 


| StyleWear, Inc., Erie, Pa., has 
appointed Paul Grant, Advertising, 
Chicago, to direct its account. 
Hamilton Wilde, formerly sales di- 
/rector of Realty Finance Corpora- 
tion, has joined the agency as head 
_of the merchandising department. 


‘Agency for Brewer 


Brooke, Smith & French, Detroit, 
| has been named to direct the adver- 
' tising of Goebel Brewing Company, 
| Detroit, effective March 1. News- 
| papers and outdoor posters will be 
used. 
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This Map by PAUL F, GODLEY, 
Consulting Radio Engineer 
shows the new'/, MV/M contour of 
WRVA asindicated by Mr. Godley. 


A GLANCE: 
[_] woRtoix METROPOLITAN MARKET: 


radio station. 
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Fruehauf Takes Up 


Economic Story 
for Truck Industry 


Detroit, Feb. 16.—Assuming the 
burden of the industry which it 
serves, Freuhauf Trailer Company 


has begun a special campaign de- 
voted to an exposition of trucking’s 
place in the transportation scheme, 
its effect on the national economy, 
and how it lowers the cost of living. 
Christian Science Monitor and 
United States News are carrying the 
720-line advertisements. The agency 
is N. W. Ayer & Son. 

The campaign is designed to 
prove that trucks pay their just 
share of the cost of highway main- 
tenance, their contribution from 
1934 to 1937 in federal, state and lo- 
cal taxes amounting to $1,439,000,- 
000. Putting the proposition more 
simply, the copy said that trucks, 
comprising only 14 per cent of all 
motor vehicle registrations, pay 
about 27 per cent of such taxes. 


Employment a Factor 


The copy also asserts that 3,100,- 
000 men “make a good living” by 
driving motor trucks, which are 
necessary to a modern world, it 
continues, because railroads reach 
only 40 per cent of the communities 


The Idea That Stopped Waste 


Circulation Control Increased 
Advertising Efficiency 


A number of years ago, a group of business 


magazine publishers looked a n 
squarely in the face. 
too sophisticated for comfort. 
ing, “We know you have so-and-s 


sand circulation and much of it is good, but why 
do we find so many key men in our market are 
not reached by your publication? We know 
that you can’t sell subscriptions to all the key 
men we must reach—we can’t sell 100% of our 
But what about the key men you 
can’t get? And doesn’t the size of your circula- 


market either. 


tion with so many key men “mis 


that many of your subscriptions are from men 
with little buying power or buying authority?” 


These publishers stopped argu 
to work. They reasoned that the 
these questions was controlled ci 


scientific market coverage on the basis of buying 


Advertisers had become 
They were ask- 


to w hich highway hesliane is a “life | 
line.’ 

The advertising insists that trucks 
exercise comparatively little influ- 
ence on railroads, since the former 
account for only 5 per cent of the 
nation’s intercity freight, as com- 
pared with the 66 per cent handled 
by the railroads. The remainder is 
carried by waterways, airways and 
pipelines, the copy says. 


TENN. TRUCK MEASURE 
ATTACKED BY RAILROAD 


Memphis, Feb. 16.—Virtually 
every newspaper in Tennessee was 
used by the Louisville & Nashville 
Railroad Company this week to ex- 
press its opposition to a proposal 
to increase the gross weight and 
size limits of motor trucks. In 320- 
line copy, signed by J. B. Hill, pres- 
ident, the railroad expressed the 
conviction that passage of the bill 
would increase the danger of high- 
way use, add to construction costs, 
accelerate the rate of destruction of 
roads and increase duplication of 
transportation facilities. 

Meanwhile, organized truckers of 
the state made use of a network of 
radio stations to reply to the 
charges. 

Mr. Hill asserted that the bill is 
in the interest of only one class, the 
truckers, and that no other can pos- 
sibly profit by its passage. He also 


1ean problem 


scription sales 
o many thou- 
in the hands 


chased by an a 
facts, thanks t 


sing” indicate 


ing and went 
mly answer to comparative t 
reulation .. . 


ing efficiency. 


power and authority. They spent their funds on 
market research, 
improved editorial in place of a top-heavy sub- 


insisted on attention and placed them accurately 


buying market. Thus, was born the idea of con- 
trolled circulation. 


Such controlled circulation can now be pur- 


took up the frequently offered alle- | 
gation that trucks and railroads are 
equally taxed. The latter pay many 
special taxes, including in this state 
a school tax which collected $1,176,- 
757, he said. The trucks contributed 
only $12,295 to this fund. 

The railroad plea ended with an 
exhortation to readers to express 
their views to their representatives 
in the legislature, suggesting that a 
scientific study be made before such 
a revolutionary law is passed. 


World Broadcasting | 
Adds McGuire, Ellis 


Mason McGuire, formerly with 
N. W. Ayer & Son, has joined the 
New York sales staff of World| 
Broadcasting System, and Girard | 
Ellis, formerly manager of Bruns- 
wick and Columbia Recording stu- | 
dios of American Record Corpora- | 
tion in Chicago, has joined the Chi- | 
cago sales staff. 

Radio Stations WSPT, Salisbury, 
N. C., and CKCA, Kenora, Ontario. | 
have become subscribers to the | 
World Program Service, making a | 
total of 198 stations. 


To Broadcast from Fair | 


An open-air theater seating 1,600. 
people, where some of radio’s popu- 
lar programs will be staged next 
summer, will feature the exhibit of 
Standard Brands Inc., New York, | 
at the New York World’s Fair. 


scientific list building, and 


cost. They built magazines that 


ns — — 
— 


DENIES COMPETITORS' ACCUSATIONS 


The percentage of inter-city freight carried by motor 
trucks has not increased during the past six years—it has 
remained almost constant at 5% since 1932, dropping 
Railroad freight volume in the «ame 
period varied in direct proportion to national production, 
railroads carried 66% of the freight—the balance 
was handled by waterways, airways, pipelines and trucks. 


slightly im 1937. 


In 1937, 


There is no evidence of any threatened destruction of 
the railways due to unregulated competition from other 
types of carriers. The Interstate Commerce Commission, 


Trucks Carry Only 5% of the Nation’s 
Inter-City Freight 
THOSE who think that motor trucks are the cause of pres- 


ent railroad ills will welcome this fact: trucks carry only 5% 
of the nation’s inter-city freight—the railroads carry 66%. 


TRUCKS PAY 
THEIR SHARE 


In 1937, Class 1 railroad 
taxes (including employ- 
ees retirement funds and 
social security) were 
$328,240,524. Motor 
truck taxes (not includ- 
ing income, payroll, and 
property taxes) were 
$417,510,000. 


in its annual report, stated that the Motor Carrier Act . 


provides “for the motor carriers 


which is, 
interstate regulation of for-hire trucks. 


regulatory laws. 


The annual gross revenue for railway passenger busi- 
ness in 1934 was $345,000,000, compared to $1,288,000,000 in 
1920. This loss ef practically three-fourths of the passenger 
traffic was not due to competitive transportation agencies, 
the bus and the airplane, because the gross income of the 
bus in 1934 was only $171,000,000, while that of the airplane 
was only a little more than $8,000,000. The loss in railroad 
passenger revenue has been largely due to the private auto- 
There seems to be no reasonable expectation that 
this condition will change and no evidence that a change 


mobile. 


would be in the public interest. 


As for intra-state 
regulation, every State, with one exception, has complete 


+... asystem of regulation 
if anything, more comprehensive than that 
which has beep provided for the railroads."’ 


The more than $400,- 
000,000 these vehicles 
pay is part of a total of 
more than $1,500,000,- 
000 paid annually in 
motor user taxes by the 
29,400,000 vehicles 
registered in the United 
States. This exceeds 
total expenditures for 
highway construction, 
maintenance and admin- 
istration. 


This refers to 


Trucks comprise about 
14% of all motor vehicle 
registrations, but they ore 
paying 27% of the motor 
vehicle toxes. 


Finally, it is an amazing fact that the railroads do not 


reach 40% of the communities in this country. 
48,000 communities, highway haulage is a life-line—an 
economical, flexible transportation method that is vital 


to their existence. 


Uf you wish to see highway haulage serve all our citizens still 
more — tly, write to the men who represent you in your 

aislature, in Congress—urgina them to protect high- 
way haulage from further restrictive legislation. 


State 


Sales and Service 
in Principal Cities 


i . 
To these 


3,100,000 men earned o 
good living in the United 
States last year, driving 
motor trucks! The rail- 
roads employ approxi- 
mately 1,000,000 people. 


FRUEHAUF TRAILER COMPANY - 


Truck-Trowvers 


Fruehauf Trailer Company comes to the defense of the motor truck industry with 
this piece of copy, one of several designed to refute the argument that motor 
haulage is responsible for many of the railways’ current woes. 


of those men who made up the|— 


dvertiser with a full knowledge of 


o the C.C.A. (Controlled Circula- 


tion Audit) which serves the same purpose in 
the controlled circulation field as the A.B.C. 
(Audit Bureau of Circulations) does in the paid | 
field. You know exactly what you buy and you | 
know where it comes from. Make any sort of a | 


est you desire. Let results show 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


AMERICAN POLICE REVIEW 
BAKERS REVIEW 


BANKERS MONTHLY 
BETTER ROADS 


BEVERAGE RETAILER WEEKLY 


COMPRESSED AIR MAGAZINE 
CONSTRUCTION DIGEST 


CONTRACTORS AND 
ENGINEERS MONTHLY 


DIESEL PROGRESS 

DRUG TOPICS 

DUN’S REVIEW 

ELECTRIC LIGHT & POWER 
ELECTRICAL DEALER 


ELECTRICAL 
MANUFACTURING 


EXCAVATING ENGINEER 
FLEET OWNER 


CONTROLLED 


GOLFDOM 


HITCHCOCK’S MACHINE 
TOOL BLUE BOOK 


HOSPITAL TOPICS & BUYER 


INDUSTRIAL EQUIPMENT 
NEWS 


INDUSTRIAL POWER 
INDUSTRY AND WELDING 
JOBBER TOPICS 

LIQUOR STORE & DISPENSER 
MACHINE DESIGN 

MEAT 

MEDICAL ECONOMICS 


MILL & FACTORY 
MODERN MACHINE SHOP 
NATIONAL JEWELER 
NEW EQUIPMENT DIGEST 


The OFFICE 
Magazine of Office Equipment 


PETROLEUM MARKETER 
PREMIUM PRACTICE 
PROGRESSIVE GROCER 
ROADS AND STREETS 
RUG PROFITS 

SODA FOUNTAIN 

SUPER SERVICE STATION 
SYNDICATE STORE 


CIRCULATION PUBLICATIONS 


MERCHANDISER 
TIRES 


WHAT'S NEW IN HOME 
ECONOMICS 


WOOD PRODUCTS 


you how circulation control improves advertis-| 


| 
} 


| 


EVERYTHING UNDER CONTR 


Start Mansfield Agency (Dayton Agency Formed 

Carter Helton and Ralf Kircher 
have organized The Ralf Kircher 
Company, an advertising agency, in 
Benjamin H. Chodar,| the Mutual Home bldg., Dayton, O. 
Herd telephone number is Hemlock 
144 


Mansfield Advertising Inc., has 
been formed in New York with of- 
fices at 229 West street. Incorpo- 
rators are 
Jesse Levy and Miriam Hoffman, a, 
Broadway, New York. 


~ ( 
2 
“THE AUDIENCE STATION" 
SAN FRANCISCO 
KSFO...Palace Hotel...San Francisco 
BC... Sf W day... 1OOOW night 
G. LASKY, General Manager 


onal Representative: 


FREE & PETERS, Incorporated 
COLUMBIA BROADCASTING SYSTEM 


Your idea or ours, whichever is bes' 
is at its best when presented from 
KSFO. The master control room o 
our remarkable new studios, show" 
above, is symbolic. Technically, it's 
interesting only to engineers, but it 
completeness and obvious precisio® 
tell a story of control that is reflecte¢ 
in any program released throug 
KSFO...live talent or transcriptio™ 
And in it all you'll find a surprisi"9 
degree of that most potent of all fae 
tors... AUDIENCE control! 


LET YOUR FREE AND PETERS MAN 
TELL YOU THE WHOLE KSFO STORY! 
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as Deterrents 


New York, Feb. 15.—It takes at 


English Market Not 
Receptive to New 
Products at Present 


London Agency Head 
Lists War Fear, Taxation 


diately oppose any steps in that di- 
rection. 

English copy must be short, and 
humor in advertising is popular. 
He also remarked that copy trends 
in this country are closely watched 
and often adopted. The media situ- 
ation in England differs from this 
country in that the public has not 
gained the magazine reading habit 
to the extent that Americans have, 
and newspapers are even more im- 
portant in national advertising than 
they are here, inasmuch as several 
English papers offer substantial 
countrywide coverage. Newspapers 
have also adopted the practice of 


| 
enjoy a comparable position to 


American magazines. 

Accounts and personnel do not 
leave home as often in England as 
they do here. Mr. Ball attributed 
the custom of clients retaining the 
services of the same agency to an 
unwillingness to have inside infor- 
mation made available to competi- 
tors. 

He declared that English clients 
place entire responsibility on their 
agencies and reveal all of the in- 
tracacies of the business to agency 
representatives. Once all of these 
secrets have been told, an adver- 
tiser is unwilling to repeat them 


20 employes who are still with the 
firm. Only a few have moved to 
other jobs. Agencymen as a group 
do not often shift from one job to 
another. 

Mr. Ball plans to sail for home 
early in March. 


Derek White Acquires 
Interest in “Pilot” 


Derek White has acquired a finan- 
cial interest in The Pilot, aviation 
trade publication, and has become 
business manager. The publication 
office has been moved from Glen- 
dale to 117 W. 9th street, Los An- 


Inviz-a-grip in 
Larger Campaign 

An increased national advertising 
campaign has been announced by 
the Inviz-a-grip Company, Holly- 
wood, Calif. Among magazines to be 
used will be Harper’s Bazaar, Made- 
moiselle, Photoplay and Vogue. The 
chief copy theme will be endorse- 
ment of Inviz-a-grip garters by 
famous models. 

A vigorous educational campaign 
will also be conducted in retail 
stores. The agency is Beaumont & 
Hohman, Los Angeles. 


Sheasby Adds Duties 


printing feature material which 
would appear in magazines here, 
and have increased readership 
thereby. A number of national 
magazines do flourish, Mr. Ball said, 
but the medium as a whole does not 


to other people unless agency service 
is unsatisfactory. 
He said that several of his ac- 


geles. 

Mr. White will continue as head 
of the Derek White School of Ad- 
counts have been with him since he | yertising and of the agency oper- | 
started business 22 years ago. With|ated under his name in Los An- 
regard to personnel, he started with | geles. 


least two years of consistent effort 
to put across a new product through 
advertising in 
England, F. E. 
Ball, chairman, 
Greenley’s Ltd., 
London agency, 
told ADVERTISING 
AcE here today. 
Mr. Ball, who is 
spending a month 
in this country, 
explained that 
the British public 
does not rush to 
buy new develop- 
ments, preferring 
instead to let 
others do the experimenting and 
purchase only after a product has 
been proved. 

While refrigerators are common 
in England, the public as a whole 
has not accepted the idea of me- 
chanical refrigeration, he said, add- 
ing that it would be foolish for 
American manufacturers to try to 
employ the same advertising appeals 
used with success in this country. 


John F. Sheasby, who has been 
appointed Chicago representative of 
Quick Frozen Foods, New York, 
will continue his association with 
Donald B. Hause & Associates, 
Chicago. 


F. E. Ball 


x 


= ai. CONTINENTS... KEN. GOES WEEKLY... APRIL 6 - | 


Present Not Opportune 


Expanding in scope as it quickens 
in pace, Ken will increase its “un- 
coverage’”’ of inside stories in many 
new fields of interest and ex- 
citement, making it more than 
ever a must for those who want to 
be a step and a half ahead of the 


Because of this British trait of 

' postponing acceptance of a new 
| product, and for economic reasons, 
' Mr. Ball advised against American 
exporters seeking to enter the Eng- 
lish market at this time. Inexpen- 
sive merchandise which can be mar- 
keted without large investment is 
being introduced successfully, he 
said, but those in the upper income 
brackets are not spending their 
money now because of the promise 


in | of higher taxes and the war threat. news — and hence a prime"market. 
> ’ Mr. Ball never expects to see ‘ 


radio go commercial in England. 
Advertisers make good use of for- 
eign stations which broadcast spon- 
sored programs to an English audi- 
ence, but time is limited on these 
Stations. Sunday is the best day 
for reaching the British audience, 
and this desirable time is in great 
demand. 

Operators of foreign stations 
serving England have incurred the 
displeasure of English advertisers 
and agencies, Mr. Ball reported, by 
stipulating that those contracting 
for desirable Sunday time shall also 
buy a block of unwanted time 
through the week. 

“If they had merely raised the 
Sunday rate, we would have had 
no complaint,” he declared. 


Television a Headache 


The advent of television has hurt 
the sale of regular radio receiving 
sets. American manufacturers are 
selling sets for as little as half price 
in an effort to unload surplus stocks, 
he revealed. The public seems to 
be waiting for television sets to be 


reduced in price before making any 
change, 

Mr. Ball declared that he looks 
ohtm™ ‘or no regulation of advertising by 
a government body in his country. 
The _ temperament of the people, he 


best, 

from Said, is such that they would imme- 
m of . —— 7 ~—_ 
own re 

7, it's “Hello, John Hymes’ (Lord & Thomas) 
se its 

ne | (Bi You say MARKET ? 


Peorlarea has 605,000 people 
concentrated within a 65 mile 
radius! Compare it with 522,- 
000 in the state of Utah! And 
Peoriarea is the home of rich 


aor 
»tion. 


ising farms and great industries! 
Did you also know that WMBD 
1 fac —just one station—covers this 


Market? 
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"No Income Tax’ 
Gets Big Play in 
Jersey Home Copy 


(Picture on Page 31) 

Newark, N. J., Feb. 14.—Using 
testimonials by leading residents to 
emphasize the benefits of living in 
New Jersey, the state has inaugu- 
rated another part of its four-sided 
advertising campaign in current is- 
sues of national magazines, with 
newspaper insertions in New York 
and Philadelphia scheduled to start 
next month. 

Each phase of the New Jersey 
Council’s promotion program is 
being conducted independently, 
with different agencies in charge. 
The residential campaign is being 
directed by United Service Adver- 
tising and in this division, the list 
comprises the following magazines: 
American Home, Country Life and 
the Sportsman, House Beautiful, 
House & Garden, Stage, and Vogue. 


Features Residential Advantages 

Copy will give emphasis to the 
slogan: “No Personal Income Tax 
in New Jersey,” and the series will 
feature, in turn, residential advan- 
tages of the state from the stand- 
point of the suburban home, the 


a 
(0) 
(0) 


WATTS 


OIWNED AND OPE 


country estate, the farm, the home 
for retirement years, and the home 
at seashore or lake. Each piece of 
copy includes a testimonial with a 
picture of the home of the person 
quoted. The first three are from 
Judge George R. Beach, Albert Pay- 
son Terhune, and H. L. Machado. 

Coupons are used in every inser- 
tion, seeking to develop inquiries 
for a booklet entitled: “Treasure 
Hunting in New Jersey.” 


Form June & Co. 


Robert June and John D. June 
have formed June & Co. in the Gen- 
eral Motors bldg., Detroit, to con- 
duct a general advertising agency 
business. Accounts include Ameri- 
can-Marsh Pumps, Battle Creek; 
Akermann-Hellenius; Alma Motor 
Company, four-wheel drive units; 
Clipper Belt Lacer Company, Grand 
Rapids; Federal Back-Up Signal 
Company, automobile accessories; 
Jules Gilson et Cie., cognac; Hill 
Diesel Engine Company; Kold-Hold 
Mfg. Company, refrigeration equip- 
ment; United Engine Company, 
farm equipment, and MacDonald 
Bros., Boston. 


Palmquist with Agency 
Mithoff & White, Advertising, El 
Paso, Tex., has added John L. 


Palmquist to its staff. 


Caravan to Teach 
Art of Living 
Long and Well 


Indianapolis, Feb. 16.—A travel- 
ing theater demonstrating how the 
average person may live a longer 
and happier life had its premiere 
in Miami this week under sponsor- 
ship of the American United Life 
Insurance Company, of this city. 
Combining the educational efforts 
of many national health and safety 
organizations, the “Public Health 
Pro-Motor” was created under di- 
rection of Harry V. Wade, vice- 
president in charge of sales, with 
the assistance of Central Advertis- 
ing Corporation. 

The displays are housed in a 
streamlined truck carrying its own 
power-generating plant and equip- 
ment required for a demonstration 
platform and an all-weather open 
air theater seating 200 persons. A 
trained crew of three men from 
the home office is in charge. Skid- 
more & Owings, New York and Chi- 
cago designer, created many of the 
displays. 

Among features of the show are 
motion pictures which have won 
endorsement of the National Tuber- 
culosis Association and American 


Our new 5,000 watt 5D RCA transmitter 
brings thousands of new radio homes into 
the W T A R primary service area. The 
vast government naval expansion and 
ship-building projects centered at Norfolk 
and Newport News is adding directly or 
indirectly to the incomes of almost every 
family in the Norfolk region. They will 
have more money to spend, and now with 
the INCREASED COVERAGE of W TAR 
you can reach them all. Your copy of the 
new Jansky and Bailey coverage map will 
gladly be mailed to you on request. 


v 


NORFOLK, VIRGINIA 


NATIONAL REPRESENTATIVES EDWARD PETRY & CO. 
BY NORFOLK NEWSPAPERS. INC. 


———— 


CONSUMERS GET PEEK AT "PUSH BUTTON” MAN 


One of the features of the Americen United Life Insurance Company's health 
caravan is this unique arrangement of lights and panels which tells at a glance 
the various points in the human body that can cause pain. 


Red Cross. They emphasize preven- 
tion of accidents in the home and 
on highways. Another highlight is 


-1!a demonstration of the new Steri- 


lamp just perfected by Westing- 
house to kill bacteria by use of 
ultra-violet radiation. Another 
phase of the exhibit covers safe 
driving. 

The caravan, which will tour the 
country for three years, is preceded 
by an advance man, who meets lo- 
cal sponsors and places the adver- 
tising relied on to create popular 
interest. 


George Close Acquires 
Fenger-Hall Company 


George D. Close, who was vice- 
president for 13 years until his res- 
ignation a year ago, has purchased 
Fenger-Hall Company, publishers’ 
representative. 

He succeeds Austin B. Fenger as 
president and will make his head- 
quarters in San Francisco. 


_ 


tions. 


LETTERS to the Editors 


Prove Reader 
Interest 


Since MOTOR AGE has been edited for Inde- 
pendent Service Stations only, AUTOMOBILE 
TRADE JOURNAL for Car Dealers only, and 
MOTOR WORLD WHOLESALE tor Whole- 
salers only... 
writes to the Editors. 


When AUTOMOBILE TRADE JOURNAL was 
an all-coverage, omnibus publication reach- 
ing these three fields... . 

readers wrote to the Editor. 


That makes over twice as much evidence of 
reader interest in these specialized publica- 


MGM Plans Driv 
on “Huckleberry Finn” 


Metro-Goldwyn-Mayer through its 
agency, Donahue & Coe, New York, 
has released a national magazine 
advertising campaign for its cur- 
rent picture, “Huckleberry Finn,” 
starring Mickey Rooney. The list 
includes American, American Boy, 
Boys’ Life, Collier’s, Good House- 
keeping, Liberty, Life, Look, News- 
week, Parents’, Popular Mechanics, 
Redbook, The Saturday Evening 
Post, and Time. 

In addition to the $90,000 appro- 
priation for magazine campaigns, a 
like amount will be spent in news- 
papers when the picture is released 
in important key cities. 


Estey Names Cabot 


Estey Organ Corporation, Brattle- 
boro, Vt., manufacturer of reed and 
pipe organs, has appointed Harold 
Cabot & Co., Boston, as advertising 
counsel. Allan C. Gottschaldt is 
account executive. 


] out of every I] readers 


] out of every 25 


CHILTON (¥) COMPANY 


CHESTNUT and S6th STS. PHILADELPHIA. PENNA. 
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Earnings of 
Advertisers 


National Biscuit 

Net income was $12,047,037 in 
1938, compared with $11,895,111 in 
the preceding year, a gain of 1.27 
per cent. 


Chrysler Corporation 

Report shows net profit of $18,- 
798,294 for 1938, compared with net 
profit of $50,729,211 in 1937. Sales 
aggregated $412,250,512, against 
$769,894,839 in the previous year. 


Norwich Pharmacal 


Consolidated net profit for 1938 
was $713,728, compared with $807,- 
151 in 1937. 


Goodyear Tire.& Rubber 

Net income totaled $6,012,423 in 
1938, compared with $7,257,287 in 
1937. Sales in 1938 aggregated 
$165,928,944, compared with $216,- 
174,813 in the previous year. 


Continental Can 

Report shows net income of 
$7,101,973 for the year ended Dec. 
31, 1938, against $8,913,526 in 1937, 
a decrease of 20.33 per cent. Gross 
sales totaled $112,132,289, compared 
with $123,425,155 in 1937. 


Jones & Laughlin Steel 

Net loss for 1938 amounted to 
$5,879,958, compared with net in- 
come of $4,788,799 in 1937. 


Silex Company 

For the year ended Dec. 31, 1938, 
net income was $328,842, compared 
with $273,357 in the preceding year, 
a gain of 20.29 per cent. Net sales 
in 1938 were $2,379,052, against 
$2,343,048 in 1937. 


Mohawk Carpet 

Report shows net loss of $1,485,- 
901 for the year ended Dec. 31, 
1938, against net income of $1,242,- 
084 in 1937. Net sales were $12,- 
043,790, compared with $18,195,246 
in 1937. 


Cream of Wheat 

For the year ended Dec. 31, 1938, 
net profit was $1,232,291, compared 
with $1,202,745 in 1937. 


Valspar Corporation 

Net profit was $72,894 for the 
fiscal year ended Nov. 30, 1938, 
compared with $269,328 for the cor- 
responding period in 1937. 


Cluett, Peabody 


For the year ended Dec. 31, 1938, 
net profit amounted to $1,110,965, a 
gain of 52 per cent over the net 
profit of $728,241 for 1937. Gross 
sales in 1938 were $20,174,568, com- 
pared with $21,571,163 in 1937. 


American Chicle 


Net profit for the year ended Dec. 
31, 1938, was $3,297,495, compared 
with $3,619,078 in 1937, a decrease 
of 8.8 per cent. 


Get Your Share 


of 
ALT LAKE CITY 
BUSINESS 


by telling your 
advertising story 
over 


The 
low POPULAR 


5000, STATION 


Salt Lake City 


Representative: 
John Blair & Co. 


FTC Proscribes 
Trade Deals of 
Jobber-Publisher 


Washington, D. C., Feb. 14.— 
Charging that six individuals who 
operated the Miami Wholesale 
Drug Corporation, Miami, Fla., cir- 
cumvented provisions of the Robin- 
son-Patman act by publishing the 
Miami Magazine, the Federal Trade 
Commission today issued an order 
calling on all to desist from alleged 
price discriminations. 

The drug company allowed ad- 
vertisers in the Miami Magazine to 
pay for the advertising space with 
merchandise, the FTC alleges. The 
result is that it can and does sell 


to certain wholesalers at prices 
lower than these wholesalers’ com- 
petitors can buy commodities of 
comparable grade and quality from 
the manufacturers. The alleged 
discriminations also enable the drug 
company and its wholesale custo- 
mers to sell to retailers at prices 
lower than other competing whole- 
salers can profitably sell such goods 
to dealers, the Commission charged. 


Credited on Purchase Price 


The FTC found that charges for 
advertising were credited on the 
purchase price of goods bought by 
the drug company; that the maga- 
zine is not an independent business 
conducted in good faith, but a sub- 
terfuge operated incidentally in 
connection with the wholesale drug 


business, and without “substantial 
value” as an advertising medium. 

The discriminations in price, it 
said, amount to differentials in 
favor of the Miami Wholesale 
Drug Corporation of from 334 to 50 
per cent as against prices charged 
competing jobbers. 


New Agency Formed 


Joseph Kesler Advertising Agency 
has been formed with offices at 1465 
Broadway, New York. Incorpora- 
tors are Joseph Kesler, 1465 Broad- 
way, Archie Berrok and Daniel 
Steingart, 270 Broadway, New York. 


Cloyd Resigns 


Gordon Cloyd has resigned as 
copy chief of Sidener & Van Riper, 
Indianapolis agency. 


Stein Appoints Walters 

Walters Advertising Associates, 
New York, has been appointed to 
handle the advertising of Jacob 
Stein, New York publisher. A cam- 
paign is being prepared on amateur 
movie title charts to run in photo- 
graphic magazines. 


Strayer to Kaufman 


Strayer College, Washington, D. 
C., has appointed Henry J. Kauf- 
man, Advertising, Washington, to 
handle its national magazine adver- 
tising. 


Show Printing Moves 


Chicago Show Printing Company, 
Chicago, point-of-sale advertising 
specialist, has moved to larger quar- 
ters in its new building at 2635 N. 


* 


Kildare avenue. 
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The United States News 


QUESTIONS BUSINESS MUST ANSWER IN “MONOPOLY” INQUIRY 


An Exclusive Exposition of the Line of Inquiry to Be Pursued by the National Economic Committee 


In Its Effort to Diagnose What Is Wrong With Industry 


September 6 1938 
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These questions Reve been gathered from offre whe will 
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ee will eek te Gee 


Are) Compr eheneeve 


other publications, 


exposition of the Monopoly Inquiry in full, it per- 


NATIONAL AFFAIRS. 


“at 


THE UNITED STATES NEWS again scooped all 


And, in presenting an advance 


formed an outstanding and exclusive service to the 
business men of the country. Important people read 
THE UNITED STATES NEWS so as to keep in- 


formed on the most important theme of today— 


publehed by the 
sand dollars thee ° 
show Phe largest income shove tr (hows 


Back in September, the ONLY publication in America to print a studied 
and comprehensive outline of the Monopoly Inquiry was THE UNITED 
STATES NEWS..... This forecast was published well in advance of the 
National Economic Committee’s first meeting ..... And so clear and 


authentic was this exclusive outline that the very Committee conducting 


the inquiry pinned it on the wall for its own lawyers and experts to study. 
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The United States News 


THE WEEKLY NEWSMAGAZINE OF NATIONAL AFFAIRS 


WASHINGTON, 


D. ©. 


_.. THE QNLY PUBLICATION OF ITS KIND... 
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Dealer Aided on 
All His Products 
by Masonite 


Chicago, Feb. -Taking a 
broadminded view of its dealers’ 
problems, Masonite Corporation, 


insulation mate- 
home and farm 
building, is this week offering the 
dealer a broadside designed to 
carry copy for as many as 15 prod- 
ucts as well as the Masonite story. 

With the same broadside sent to 
dealers there was enclosed another 
folder showing 46 sample adver- 
tisements for products normally 
carried by the dealers. The latter 
is asked to select any 15 advertise- 
ments for imprinting on the back 
cover of the broadside that will be 
mailed to his customers and pros- 
pects. 

The broadside measures 22 by 16 
inches and is printed in two colors. 
It is offered to dealers at four cents 
per copy, the first time that the 
company has requested payment 
for such material. 


manufacturer of 
rial for use in 


Presentation Is Unique 


It can claim uniqueness, too, in 
the presentation of a general story 
on home building and moderniza- 
tion to consumers, before the name 
of Masonite is even mentioned. 
Page one, for example, is bereft of 
all product identification and is de- 
voted to pictures and suggestions 
for beautifying the home. 

This front cover makes liberal 
use of photographs to portray many 
effective ideas in tune with spring 
redecorating and rebuilding. The 
inside pages are given over to Ma- 
sonite’s own story, emphasizing 
first the health and then the econ- 
omy — of its insulation. Before 


1939. 


In Metropolitan New York 
, coverage of package stores 
76°% coverage of bars & grills 


(including hotels 


BEVERAGE RETAILER WEEKLY 


1819 Broadway, New York, N. Y. @ Circle 6-8181-2-3-4 


and after photographs help ow! 
what a little ingenuity and a few | 
pieces of Masonite can accomplish 
in the way of making breakfast 
nooks out of pantries and modern 
bathrooms out of old. 

A coupon on the broadside urges 
the reader to send for another new 


Masonite venture, a magazine, 
“Your Home,” to be issued three 
times this year. The magazine, 


considerably more elaborate in for- 
mat, will utilize the same technique 
as the broadside in presenting gen- 
eral as well as strictly Masonite 
material. Four color work will 
also be plentiful. 

H. B. Watkins, 
tising manager, was 
preparing this material. The regu- 
lar Masonite campaign in maga- 
zines going to home owners is being 
continued as usual. This is placed 
by N. W. Ayer & Son. 


Masonite adver- 
in charge of 


“Host” to Bow 

Host, a new quarterly magazine 
described as “the magazine of home 
entertainment” will make its ap- 
pearance March 22 and will sell for 
50 cents a copy. Bert Garmise, for- 
merly circulation director of Scrib- 
ner’s, and secretary of Harlan Lo- 
gan Associates, New York, is pub- 
lisher. Richard Cook, formerly with 
Mademoiselle, is advertising man- 
ager. Offices are at 404 Fourth ave- 
nue, New York. 


Reorganize Auto Magazine 


Chrysler Dealer News, New York, 
a monthly, covering the Chrysler 
automobile field, has been reorgan- 
ized and extended to include other 
motor car dealers. Beginning with 
the February issue, the magazine 
will be known as the Car Dealer. 
Arthur Fletcher is president and 
editor, and George W. Lange, sec- 
retary and treasurer. 


Lee & Phillips Dissolves 


Lee & Phillips, New York typog- 
raphers, operating since 1930, has 
closed its offices pending complete 
liquidation. One of the owners, F. 
N. Phillips, will join Huston Com- 
position Company, New York, and 
Monty Lee and Wilson Goodbody, 
the other partners, will join The 


Composing Room, New York. 


BE AMONG THE FIRST TO LEARN 


Yow Facts About the Wost 


Unique Automotwe Warket — 


Getting Personal 


ON TRUCKS, TRAILERS, TIRES, 


ACCESSORIES, 


types 


ntage 


divi 


Never before has a study such as 
this been made of the continuous 
large - unit automotive 
equipment by the transportation and 


shipper industries. 


buying of 


Consequently. if you are in an 
agency handling an automotive ac- 
count or if you are an advertiser 


interested in a lucrative and active 


1. Facts on what this Con- 
centrated Market consists 
—details on 
of companies 
ating large truck fleets. 


a New facts on the 
breakdown by 
lien of the entire mar- 
ket as well as the various 
sions of the market. 

3. New facts 
narket will buy in 1939— 


due to consis- 
ent large-unit buying. 

acts on why the lead- 
important 
ytive buying executives 


I 

the extent of the 
purchases 

t 

4. Fa 

ing and 


I 
pay $10 a year to read 
Traffic World each week. 


GASOLINE-OIL: 


the various 
oper- 


rere oe he oreee } 


* 108 meneey 


per- 


on what this 


annual 


auto- 


market, you will want to hear about 
the results of this new study which 


was made particularly for you. 


Why not, 


first to learn about the new facts 


therefore, be among the 


of this most unique automotive mar- 
ket? Our representative will gladly 


present them to you at any time. 


ABC _PRAFFIC WORLD 


418 S farket 


512 Fifth Avenue, New York 


Traffic World is the weekly news magazine of transportation and distribution. 


It is the only business publication selling for $10 a year. 


Howard Evans, Iron Fireman Mfg. Co., no longer believes in 
running for trains. Hot-footing it after a Connecticut rattler the first 
week of the new year, Howard fell and broke his left arm. He plans 
to be on hand to run the company’s regional convention next 
week. .. 

Neal D. Becker, pres., Intertype Corporation; Richard Compton, 
pres., Compton Advertising; and David Sarnoff, pres., RCA Mfg. 
Company, are among members of advisory committee of Community 
Safety Fund, a group seeking to raise $200,000 for an accident pre- 
vention drive. 

Things happen all at once for Bertram Lebhar, Jr. No sooner 
does offspring eg four arrive than Bert moves from WMCA to 
a new job as v. p. of WHN, New York. Donald Flamm, pres., 
WMCA, and Andrew J. Haire, 
pres., Haire Publishing Com- 
pany, are shipmates on a 3l-day 
cruise to San Francisco. 

Chester LaRoche, pres., 
Young & Rubicam, is forget- 
ting AFRA worries in Florida. 
He returns come the Ides of 
March. The cavalry unit of 
Squadron A makes no allow- 
ances for rookie riders, as Ralph 
Neave, Jr., research director, 
Sherman K. Ellis & Co., will at- 
test. Neave thinks new members 
of the unit ought to be given 
saddles, at least. . 

Fred Hall, N. Y. s. m., Bell 
& Howell, has his troubles. Still 
convalescing from an ankle in- 
jury suffered against a train in a 
commuter’s rush, he’s down 
now with sinus trouble. 
George Finehout, American Ex- 
press Company, is on a six-week 
Mediterranean cruise. . . 

Herb Glover, Lord & Thomas 
publicity chief, has an enviable 
sideline. He owns a tollbridge 
over in Jersey. . Morgan S. A. 
Reichner, the agency prexy, is 
serving the Westminster Kennet 
Club as steward at dogdom’s cur- 
rent blue ribbon event at Madi- 
son Square Garden. . Mrs. 
Mabel P. Hanford, BBDO busi- 
ness paper space buyer, is one of the judges in a Men’s Wear contest 
for best retail ad tie-up with World’s Fair. ‘ 

Lowell P. Weicker, pres., C. 8S. Gage, v. p., W. D. Canaday, v. p., 
Dave Kendall, asst. s. m., and Kurt Loesch, prod. mgr., executives of 
Lentheric, Inc., are back from a voyage to Paris and Budapest. 
Prize-winning salesmen made the trip too. . . Gifford R. Hart, a. m., 
White Laboratories, has a broken arm... . 

George Simon, executive of the London Daily Telegraph, is mak- 
ing an extended stay in this country. . . F. E. Ball, chairman, Green- 
ley’s Ltd., London agency, another New York visitor, tells strangers 
to recognize him by his broken nose. The injured proboscis is a 
reminder of his failure to duck in his days as a boxer. 

It will be a May wedding for Eugene S. Thomas, asst. s. m., 


~ BECOMES A TROUPER | 


John M. Wicht, manager of General 
Electric's home laundry equipment sec- 
tion, is “fathering” the Eastern unit of 
G-E's spring road show, “Get Over Into 
Clover,” and gets a few pointers on 
the show business from Joe Cook. 


WOR, 


THE REVIVALIST TECHNIQUE IN ADVERTISING 


The camera catches W. A. P. John, president, MacManus, John & Adams, De- 


troit agency, during an advertising presentation to Pontiac dealers. The dra- 
matic pose is attributed to a “preaching daddy.” 

Newark. Norman R. Prouty, s. m., Joseph Hershey McGillvra, 

station rep., has a baby boy. . . Roy S. Howard, pres., N. Y. World- 


Telegram, is Europe bound. . 

Roger Fawcett, bus. mgr., Fawcett Publications, is on a tourna- 
ment trapshooting tour in the South. Now the National Amateur 
Champ, Fawcett will participate in shoots at Miami, St. Petersburg, 
Tampa, and Havana. He comes by his talents naturally, having been 
trained by his father, Capt. W. H. Fawcett, captain of the world cham- 
pionship American team at the 1924 Olympic Games. . . 

Ruth Barr, secretary-treasurer of Russell T. Gray, Inc., indus- 
trial agency of Chicago, has announced the marriage of her daughter, 
Marylou, to Grant Brown Van Buskirk, Feb. 11. In becoming a 
mother-in-law, Ruth’s only specification was that her daughter wed 
a Purdue man. Eddy Brandt, president of the Chicago agency 
of that name, has served two terms as Evanston alderman, and is 
going after a third. . . 

Jack Reid, Boston Globe’s n. a. m., won a round trip to the New 
York World’s Fair via the New Haven Railroad at a recent Ad club 
luncheon. . . William J. McDonald, New England advertising director 
for Time, is holding open house at his new home in Weston. . 

Col. and Mrs. Harry C. Wilder are Florida bound for a winter 
vacation. Col. Wilder is president of Central New York Broadcasting 
Corporation and WSYR, Syracuse. 


a 


German Genius 


...|in Design Declines 
Under Dictator 


London, England, Feb. 7.—Deag 
or sleeping under the iron rule of 
the dictator, the creative genius of 
German typographers, designers 
and advertising men has been suc. 
ceeded by uniform mediocrity. This 
appraisal is given by John Gloag, 
English expert, in his new book, 
“Word Warfare,” as reported ip 
Advertiser’s Weekly. Mr. Gloag vis- 
ited the Continent after the Munich 
treaty to observe the results. 

“The character of advertising in 
Germany suggests that businesses 
have relinquished the struggle, and 
that they are afraid of attracting 
too much attention,’ Mr. Gloag 
wrote. “Germany was one of the 
great inspirational sources for ad- 
vertising design and typographical 
experiment in the 1920’s, but news- 
papers, magazines and posters have 
now sunk to a commonplace level, 
and are totally devoid of distinc- 
tion. This also applies to the design 
of wrappings for packaged goods, 
though German manufacturers of 
metal foil formerly excelled in pro- 
duction of decorative designs.” 


Changes in Type 


The same apathy has fallen upon 
German type designers, he observed. 
Notable until 1934 for advances in 
type, they created a mechanistic 
alphabet in which each letter was 
a clean, sharp symbol. 

“Now,” according to Mr. Gloag, 
“in four short years tradition has 
defeated good design. Obscurantism 
in this, as in every other branch of 
creative work, has cast its warning 
shadow of decadence and barbar- 
ism.” 

Design of furniture has also lost 
its freshness, he added. Chairs, ta- 
bles, sideboards and dressers were 
described as “putting on flesh,” as 
if their creators were getting back 
to the adze and deriving inspiration 
from the butcher shop. 

Newspaper circulations have 
taken a nosedive, according to the 
author. While in Berlin the news- 
boys were shouting their wares as 
usual, their cries went virtually un- 
noticed. The public seemed to have 
lost hope of finding news in the 
newspapers. 

Mr. Gloag saw in a movie a news 
film of Dr. Goebbels, Germany’s 
propaganda chief upon which he 
made this comment: 

“Its excellence surpassed any 
news film I had ever before seen. 
But it was received in absolute si- 
lence by the audience.” 

Mr. Gloag’s book derived its name 
from his theory that if war comes 
and the Germans bomb enemy cit- 
ies, the latter should reply only 
with leaflets. 
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Coming 
Conventions 


Feb. 21-22. Annual meeting, In- 
land Daily Press Association, Hotel 
Sherman, Chicago. 

March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 

April 23-27. Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf-Astoria, New 
York. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country Club, Rye, 
- * 
™ May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. ; 

June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 

June 12-16. Annual convention, 
Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 


Westchester Country Club, Rye, 
N.. %; 
June 15-17. Annual convention, 


Southern Newspaper Publishers As- 
sociation, Chamberlin Hotel, Old 
Point Comfort, Va. 

June 16-18. Advertising Distrib- 
utors of America, Belmont Plaza 
Hotel, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
Yerk. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Association, 
Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 


KSCJ Joins NBC 


Station KSCJ, Sioux City, Ia., has 
joined the National Broadcasting 
Company network, effective Sept. 
24, 1939, bringing the total number 
of NBC affiliates to 169. 


The BALTIMORE 
station that ranks 
“‘FIRST IN 
SHOWMANSHIP” 


Call on us for spot program ideas 


MTIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


Brown ‘Network’ 
Turns Up Nose at 
Control by FCC 


(Continued from Page 1) 


vertisers pay $3.50 per fifteen-min- 
ute program for a commercial that 
must not exceed 140 words. A 
slight reduction is granted for five- 
time contracts. 

The success of this undergraduate 
radio enterprise has led to imita- 
tion by students of other institu- 
tions. Plans for similar networks 
are understood to be under consid- 
eration at Dartmouth, Harvard, and 
the Massachusetts Institute of Tech- 
nology. 

Studios are _tocated at strategic 


points about the campus, and pro- 
grams are aired at times when stu- 
dents are most likely to be in their 
rooms. Athletic events are featured 
when available, and the rest of the 
program schedule includes lectures, 
reviews of popular courses on the 
curriculum, and recordings. 

Wires are run direct from the 
studios over rooftops and through 
tunnels to students’ rooms. The 
service is supplied to subscribers 
for a small fee, and subscribers are 
offered a choice of four programs. 
Normal reception of outside stations 
is not affected by the attachment. 

The service was inaugurated two 
years ago by George Abraham, an 
undergraduate, and expanded until 
it was decided recently to sell time 
to selected sponsors. One of the 


program features supplied to sub- 
scribers last fall was a special tele- 
phone hook-up arranged to broad- 
cast the Brown-Dartmouth football 
game, played at Hanover. 


Stiner Retires in 
Hearst Realignment 


Edward Stiner has retired after 
25 years with Good Housekeeping. 
He has been succeeded as New Eng- 
land manager by John K. Herbert. 
Other transfers of personnel from 
Pictorial Review have been an- 
nounced as follows by Hearst Maga- 
zines, Inc.: 

Frank O. Young, New England 
manager for Cosmopolitan; Rodman 
K. Tilt, to the sales staff of Town 
& Country; George H. Guinan to 
the sales staff of House Beautiful, 
and Donald Curran to the Eastern 


sales staff of Good Housekeeping. 

Coan H. Adams, erroneously re- 
ported as having been appointed 
Western manager for Good House- 
keeping, has been added to the Chi- 
cago sales staff of that magazine. 
G. H. Chamberlaine continues as 
Western manager of Good House- 
keeping. Harry P. Houston has been 
added to the Pacific Coast sales staff 
of Cosmopolitan, instead of all 
Hearst magazines, as reported last 
week. Fred H. Gillespie has been 
appointed to the Chicago sales staff 
of Cosmopolitan. 


Camm Starts Agency 


Howard D. Camm, formerly ad- 
vertising manager of Western 
Builder and for 12 years with the 
Milwaukee News and Sentinel, has 
opened his own agency in the 


Plankinton bldg., Milwaukee. 


Lhd i, \ 


KFl DRUG STORE 


DISPLAY SURVEY 


E'VE been peeking again —this time on the 

counters and right into the window displays of 
210 retail drug stores in Los Angeles. We wanted to 
find out if KFl advertised Drug Store items were given 
preferred display. THEY WERE! We wanted to know 
if druggists realized the terrific sales power in displays 
of fast-turn-over KFI advertised items. THEY DID. 


In our own curious way we wanted to see if KFI did as effective 
a selling job to the retail druggist as we modestly feel we do 


with the public; so— 


dis Be) i WiktBo ws 


hy 


Al 


hy 


prt 


—and in the highly competi- 
tive drug store business of 
Los Angeles, valuable top-of- 
counter and window space is 
rigidly reserved for quick sell- 
ing productively advertised 
items. 


KFi drug store items are pre- 


ferred as drug store displey items. 
That's our story, verified by FAX- 


FINDERS survey. 


FAX-FINDERS found 97% of the 210 drug stores prominently displayed 
up to 19 drug store items on KFI. 


NOTE—FAX-FINDERS checked 1137 items in 210 drug store counters and 
windows—excluding soda fountains, cases and shelves. 
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KFi* LOS ANGELES « KECA 


EDWARD PETRY & CO. * National Sales Representative 


The (est huey i. 
PATHE STATE 


NBC RED NETWORK 
50,000 WATTS 
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CHICAGO—742 South Wabash Ave.—Webster 4432. 


Tell your story as it 


Operating Units in 364 cities—coast to coast . 
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Newspapers and 
Advertising Clubs 
fo Push Contest 


Fourth Advertising Age 
Student Essay Contest 
Off to Fast Start 


Chicago, Feb. 16.— With more 
than 150 newspapers throughout the 
United States and Canada indicat- 
ing interest in the fourth annual 
ADVERTISING AGE student essay con- 
test, and with advertising clubs and 
other organizations expressing ap- 
proval of this consumer education 
movement, all indications this week 
pointed to a competition which 
would receive far wider publicity 
and attract far more entries than 
the three preceding competitions. 

More than a dozen newspapers in 
the United States and Canada have 
already reported that they will 
sponsor local tie-up contests, while 
almost 75 others which have such 
plans under consideration have not 
yet reported their final decisions. 
One advertising club, the Advertis- 
ing Club of Erie, Penn., has already 
begun work on a local tie-up con- 
test, under the capable chairman- 
ship of R. W. Hall, Hall Advertis- 
ing Company. 

“T have already done all the mis- 
sionary work for the local contest,” 
Mr. Hall reports, “and have the as- 
surance of the superintendents of 
public and parochial schools and 
the dean of Erie Center University 
of Pittsburgh of their cooperation. 
Notices of the competition will be 
put on the bulletin boards of the 
various schools and in several of 
them we will have the opportunity 
to present it by speaker during an 
auditorium session. 


Gets Much Cooperation 


“Our two daily newspapers, our 
weekly Catholic paper and the ra- 
dio station have all assured me of 
their help, and with no desire to 
prophesy so far in advance I am 
hopeful to enter from Erie a very 
large and creditable list of entries. 

“Of this one thing you may be 
sure—the Erie Advertising Club 
will give you unstinted and aggres- 
sive support in your undertaking.” 

The contest, the fourth to be con- 
ducted by ADVERTISING AGE, is open 
to undergraduate students in high 
schools and colleges throughout the 
United States and Canada. It calls 
for essays of not more than 1,000 
words on “How Advertising Bene- 
fits the Consumer.” 

A total of $1,000 in cash prizes, 
plus two all-expense trips to the 
Advertising Federation of America 
convention in New York, will be 
distributed to the winners. The 
contest is divided imto two divisions, 
one for high school and the other 
for college students, and equal 
prizes are given in each division 

Aims at Education 


The purpose of the competition is 
to induce more careful thinking 
about the functions and uses of ad- 
vertising, and all expenses of the 
competition, including the prizes 
and promotional expense, are borne 
by ADVERTISING AGE. 

In addition to the prizes offered 
in the national competition, it is 
estimated that local prizes being 
offered by newspapers and organ- 
izations will equal another $1,000, 
making the total available prize 
money approximately $2,000. 

Complete rules of the competition 
have been printed in a small folder, 
which available to interested 
readers without charge 


is 


Cook with Lithographer 


Ray Cook has joined the Chicago 


office of The Nivison-Weiskopf 
Company, Cincinnati lithographer, 


as art director. 


Mathieson to Agency 

Mathieson Alkali Works, New 
York, has appointed Badger & 
| Browning & Hersey, New York, as 
advertising agency 


ne 


ADVERTISING LINAGE IN FARM PAPERS FOR FEBRUARY 


Poultry and 


Poultry and 


Livestock Livesto k 
~‘ommercial Display— -—Display— -—Commercial Display—, -—Display—, 
1939——,. -——-1938—__, 1939 1938 7——1939-—— r——1938——, 1939 1928 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 

Monthilies Dakota Farmer ; : 11.7 9,041 15.2 11,746 83 89 
af ie : Cottor The Farmer (Genera 4 

7 ata oe 7 : 7 a 4.3 2,939 5.8 3,913 Edition) : nea . 20.0 15,717 26.7 20,921 1,444 1,448 
American Fruit Grower 17.4 7,840 17.8 8,028 Indiana Farmer's Guide 10.0 7,846 16.0 12,548 340 292 
American Poultry Jour- Idaho Farmer 14.4 10,919 17.2 $12,975 138 144 
nal Kansas Farmer . 10.6 8.079 12.9 9,850 1,154 1,157 

Eastern Edition .. 21.4 9.270 20.4 8,745 10,399 9,377 | Michigan Farmer.. 21.1 16,242 26.6 20,447 2,329 1,806 
Arkansas Farmer . £8 sh 243 £8000 47 11 | Missouri Ruralist 7.8 5,922 11.9 19,044 765 43 
Breeder's Gazette 3 Se 5,779 12.5 5,615 2,729 °9772| Nebraska Farmer .... 16.3 11,900 26.5 19,298 1,310 998 
California Citrograph 20.6 13,864 23.5 15,784 a i +Average 4 Editions. 17.9 13,066 28.3 20,611 1,528 1,236 
Capper’s Farme: . 33.3 22,642 33.9 23,051 931 579) New England Home- , . ‘ 5 6-9 665 ' 
Country Gentleman . 41.2 27,983 44.4 30,209 2,099 1,723 stead ...eeeeees 17.9 12,544 30.0 21,016 — 4 145 
Country Home ae . 18.5 12,606 29.0 19,746 1,091 664}| Ohio Farmer ‘ 17.4 13,388 21.2 Rs-+4. 1 976 
Farm Journal ........ 28.4 16,495 41.9 17,961 1,253 1,190 | Oregon Farmer 15.9 12,035 19.3 14 608 84 &4 
Farm & Ranch....... 20.2 15,293 23.5 17,746 3,422 1,636] Pennsylvania Farmer 28.4 21,789 36.4 27,955 1,958 23 
*Florida Grower . 8.9 6,050 9.6 6,449 se0 ‘ Prairie Farmer : es 
Hoosier Farmer 19.5 8.778 14.3 6,439 Illinois ..... 19.4 14,094 27.0 19,675 1,329 y 
*Kentucky Farmers EOGIGRR cesses ‘ 19.4 14,094 27.0 19,675 1,329 69 

Home Journal . 9° 7.287 9.4 7,382 861 727| Rural New Yorker. 22.3 17,476 30.5 23,936 5,005 6,361 
Nat ¥ a esto. Wallaces’ Farmer & 

Produ r : a , : 7.4 5,395 7.8 5,678 Iowa Homestead 19.6 15,389 28.8 22,585 4,058 4,445 
Nation's Agriculture »- &9 2,655 1.0 1.810 Washington Farmer 15.7 11,848 19.9 £15,102 84 84 
*New Jersey Farm & Wisconsin Agriculturist 14.9 11,741 21.1 16,561 555 684 

Garden seeeeeees 26.6 11,961 24.0 10,814 8,118 3,140 a a a a eas seated 
‘Ohio Farm Bureau sais Total Group . 268,425 ..»- 858,647 28,682 31,542 

Re eens 1.3 5,100 §=8.9 4,014 184 94 Weeklies (January) 

Poultry Tribune: . (Four issues unless otherwise noted.) 
ee are tes See SR ES Tae PN res: 52753 2.1 6,964 4.3 9,640 1,022 ; 
rox ressive rar 1e@ere- ‘ 

, ‘south cin Adload te Dairyman’s League : 9 es0 ane , 

So e turalist: ; , , - 52 e 

Carolina-Va, Edition. 26.1 18,988 30.1 21,904 862 646 mean hee Ne plo ; . 3,353 ° 19 1 

jeorgia-Ala, Ex . 26 8,980 28.6 20,816 $33 53 “'e "Attias 298 9% z 16 

Ce ee. ee iten. ee eee cas anaeT | Tee 94a, | Metthern Méition ... 39.8 82650 99.9 20,651 1.968 4,100 

Matadians Wittian. 16.813 251 18.25 1.121 997 Southern Edition ... 25.7 19,420 36.0 127,230 1,333 4,069 

Senne taition art 17.234 24.5 17.809 1.249 1,075 TAll Editions .. 24.5 18,553 33.9 25,640 1,222 3,982 

+All Editions ....... 8 13,671 19.8 14,418 337 286 | Semi-Weekly Farm News: aki , 

tAver. of 5 Editions 24.5 17,824 27.0 19,657 972 799] Friday Edition .... 3.3 7,802 3.4 8,126 
Southern Agriculturist. 15.1 10,558 23.3 16,320 433 468 Lomo ogy | Edition - 13 $3,111 2.9 6,8 
Southern Planter .... 18.9 13,212 19.9 13,989 1,033 639| Weekly Kansas City Star: . a ane 
Successful Farming .. 46.9 21,122 46.6 20,979 1191 759 Misouri Edition . 4.7 11,640 7.6 18,780 1,373 776 
Wyoming Stockman- = oe ee om ; — 

Farmer . . ery es 2,912 1.9 » 090 19% 192 Total Group 4,840 104,031 5,300 9,884 
oo — ar eam = Dailies (January) 
Total Group . — 4 332,942 359,161 44 7,185 | oe: eee . 
, Chicago Daily Drovers 
ee y Journal ........ee00: 6.3 34,734 14.9 31,855 9,737 8,517 
: *Kansas City Daily 
Arizona Producer 13.8 10.829 12.7 9,974 34 217 an” ON 9 @ @ 262 -_ 
Farmer-Stockman 14.9 11,316 16.1 12,178 2.462 1 267 PP a try TA agg rte a we — i 
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Western Farm Life 9° 7.189 13.4 10,496 926 668 Total Group 147.255 156,399 29,997 29,832 
Total Group 71,21 74,226 8,127 6.491 *Figures provided by publisher. 
@ Bi-Weeklies #Not included in total. 
(January) @Two issues for all in 1939 and three in 1938 unless (‘) 
American Agriculturist 16.2. 11,818 6.3 19,135 1,708 9 923 | checked, which indicates two issues 
California Cultivator 21.9 16,54 25,169 1,463 70 [Five issues. 
. . . . 
February Linage §Andrews with F&Sé Winsten Resigns 
Ss. James Andrews, veteran Harry J. Winsten has resigned as 


Declines 7.3% 
in Farm Monthlies 


New York, Feb. 16.—Commercial 
display in February farm monthlies 
totaled 332,942 lines, a loss of 7.3 
per cent from the 359,161 reported 
a year ago but considerably above 
the January total, according to fig- 
ures released today by Publishers’ 
Information Bureau. The decline 
in January was 19.4 per cent. 

Other farm paper groups, cur- 
rently reporting January linage, 
also showed losses from 1938 fig- 
ures. Semi-monthlies reported 71,- 
210 lines, a decline of 4.1 per cent 
from the 74,226 carried in January 
last year. 

Linage in the bi-weeklies totaled 
258,425, a decline of 27.9 per cent 
from the comparable 1938 total of 
358,547. Most of these appeared 
three times in 1938 and but twice 
in 1939. The total for the weeklies 
was 78,840, a drop of 28.1 per cent 
from the 104,031 lines reported last 
year. 

Dailies carried 147,255 lines, a de- 
cline of 5.9 per cent from the 156,- 
399 reported in January, 1938. Fig- 
ures and page totals for the indi- 
vidual papers are shown in the ac- 
companying table. 


N. Y. Has Fair, 
Pennsylvania 
Gets the Traffic 


(Continued from Page 1) 


root, and that millions of motorists 
wil] use United States Route 6. This 
is described in Pennsylvania folders 
as “shortest and safest.” 

New York officials admit that No. 
6 is shortest by about six miles, 
but they deny that it is any safer, 
and they triumphantly point out 
that Niagara Falls is an exclusive 
New York asset. The immediate 
objective is to laud the merits of 
Routes 5 and 20 so well that motor- 
ists will leave some of their spend- 
ing money in the New York territory 
traversed by them. How successful 
this effort will prove can at the 
moment only be conjectured 


Gillett Joins Agency 


Charles Gillett, formerly public- 
ity director of the Netherland Plaza 


| Hotel, Cincinnati, has joined Swaf- 
| ford & Koehl, New York agency. 


agency man, has joined Fuller & 
Smith & Ross, Cleveland, and will 
divide his time between the Cleve- 
land and New York offices. He was 
formerly with Hanff-Metzger Com- 
pany and later with Brooke, Smith 
& French. 


Rethey Joins Kupsick 

J. Bernard Rethey has joined J. 
R. Kupsick Advertising Agency, 
New York, as account executive. 


account executive with Lennen & 
Mitchell, New York. 


MAILING SERVICE 


Multigraphed letters filled-in equal to 
dividually typewritten ones. 


ADDRESSING-MIMEOGRAPHING 


THE LETTER SHOP, Inc. 
440 So. Dearborn St. Wabash 8655 
CHICAGO 


= 


and executive committees :— 


Thomas, Ine. 


i. 


Go to executives with decisions, not for decisions. 


Il. 


Go to executives with fundamentals, not with details. 


applies to a gmagazine edited for executives. 


treats the fundamental problems and facts of business. 


_ then Advertising Manager, 


THE CARE AND FEEDING 
OF PRES 


IDENTS 


An executive* who had great success in dealing with com- 


mittees gave the following as his formula for handling presidents 


The principle of avoiding the transient and the trivial 


Dun’s Review 
Such 


technical and professional handhng make for a decisive reception 


by its 50900 executive readers, of whom 20,283 are Presidents. 


Califorma Fruit Growers Exchange, 1 


UNS REVIEW 


PUBLISHED BY DUN & BRADSTREET, INC. 

KE HICAGO CLEVELAND 

I tw 8 I alle Sr Bulkicy Bld 
REACHING CHIEI EXECUTIVES OF LARGE CORPORATIONS 
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Rural Audiences 
like Urban Shows, 
Survey Reveals 


New York, Feb. 15.—Programs 
intended primarily for urban listen- 
ers also have large rural audiences, 
according to a survey of rural lis- 
tening habits by Columbia Broad- 
casting System, patterned after the 
recent study of the Joint Commit- 
tee on Radio Research, and cover- 
ing the same territory. 

Utilizing the same investigators 
as did the joint committee, through 
the Hooper-Holmes Bureau, more 
than 10,000 personal interviews 
were conducted in the 96 counties 
selected by the committee as repre- 
sentative of all rural areas, with 
the object of revealing station and 
program preferences not previously 
covered. 


Program Ratings Listed 


The investigators found that the 
outstanding CBS programs which 
stand highest among urban listen- 
ers are leaders on the farm as well. 
For example, 80.9 per cent of all 
families interviewed reported lis- 
tening to Chrysler Corporation’s 
Major Bowes Amateur Hour; 57.8 
per cent said they listened to Kate 
Smith’s broadcasts for General 
Foeds; Eddie Cantor’s Camel Cara- 
van scored 71.8 for R. J. Reynolds 
Tobacco Company; Lever Brothers 


Company scored 54.6 per cent with 
Lux Radio Theater and 35.3 per cent 
with the Big Sister program for 
Rinso; Hollywood Hotel, for Camp- 
bell Soup Company, scored 55.5 per 
cent; and Professor Quiz, who for- 
merly broadcast for Nash-Kelvina- 
tor Corporation and is now on the 
air for Noxema Chemical Company, 
scored 45.3 per cent. 

The CBS survey also found that 
the longer rural radios are in use 
eack day, the more advertised 
brands of “city” goods are found in 
use in farm homes and the report 
points out that “preference for ad- 
vertised brands by rural radio 
families is further demonstrated by 
the fact that in 12 classifications of 
soaps, foods and cosmetics, up to 
92 per cent of all homes inter- 
viewed reported their regular use.” 


Depend on Network Shows 


National Broadcasting Company 
also conducted a separate study of 
rural listener preferences, as a fol- 
lowup of the joint committee sur- 
vey, but added some 500 counties 
to the 96 covered by the committee 
on the theory that geographical lo- 
cation has so much influence on lis- 
tening habits in rural areas that 
a wider cross section is needed. 
NBC made no formal report on its 
study, which is being used entirely 
for promotional purposes. The NBC 
survey sought to differentiate be- 
tween local and remote reception, 
and resulted in the claim that 50 
per cent of all radio homes, urban 
as well as rural, rely on remote 
service from major network sta- 
tions. 


Growing Exodus of 
Film Stars from 
Radio Predicted 


(Continued from Page 1) 
soap program several weeks ago, 
gave a similar reason. 

William F. Rogers, general sales 
manager of M-G-M, revealed that 
he had received hundreds of mes- 
sages from exhibitors, praising the 
studio’s action. Among the film 
players who have appeared regu- 
larly on the program, and whose 
box office appeal has been said to 
have suffered thereby, are Robert 
Young and Frank Morgan. 


Will Weigh Advantages 


Whether other studios intend to 
follow the example of 20th Century 
and M-G-M could not be learned 
here. The general opinion seems 
to be that the film companies will 
more carefully weigh the advant- 
ages and disadvantages of permit- 
ting stars to double on the air. Only 
those stars whose broadcasts are 
believed to hurt their movie box 
office appeal will be withdrawn, it 
was indicated. 

Meanwhile, agencies staging 
broadcasts which feature Hollywood 
luminaries are worried lest their 
stars be ruled off the air. The 
Kellogg Company and its agency, 
J. Walter Thompson Company, have 
encountered difficulty with the 
Hollywood cast of “The Circle,” a 
new show featuring movie talent. 
Ronald Colman, a member of the 
cast, has asked and been granted a 
release from his contract, but this 


is believed to be a matter in which 
no studio is interested. Advices 
from Hollywood indicate that Col- 
man has been appeased and will re- 
turn to the show. 

Ironically, the Maxwell House 
program received its highest listener 
rating just before the decision to 
cancel M-G-M’s part in the pro- 
gram. The broadcast was inaugu- 
rated in November, 1937, replacing 
the “Show Boat.” 


Bassler Made 


Western Manager 
of ‘Pathfinder’ 


Washington, D. C., Feb. 16.— 
Changing from a representative to 
a branch office basis in Chicago, the 
Pathfinder today appointed George 
B. Bassler Western advertising 
manager. The announcement was 
made by G. M. Lewander, vice- 
president and advertising manager. 
Victor A. Whitlock and James L. 
Bray recently acquired control of 
the Pathfinder. They were for- 
merly with the United States News. 


Relinquishes Other Papers 


Appointment of Mr. Bassler re- 
turns him to a publication which he 
served for more than 17 years with 
the old Rhodes & Leisenring Com- 
pany. Since 1937, Mr. Bassler has 
acted as a publishers’ representative 
under his own name. While he re- 
linquishes his other papers, includ- 
ing Elks’ Magazine and 4-H Hori- 
zons, he continues his office at 307 
N. hantnatennal avenue. 


Magazine Sponsors 
Short Wave Broadcasts 


To aid in creating good will be- 
tween American exporters and 
Latin American countries, Import- 
ers Guide has inaugurated a series 
of international broadcasts every 
Tuesday and Thursday over CBS 
Station W3XAU, Philadelphia. 

The program is of the commenta- 
tor type and is transmitted entirely 
in Spanish under the title, “Los 
Adelantos del Progresso” (Progress 
on the March). E. F. Sitterley, 
vice-president and general manager 
of the publication, said the project 
is “essential in meeting the anti- 
American propaganda being broad- 
cast to Latin America today.” 


Record Beer Drive Set 


The largest appropriation in the 
history of the John F. Trommer, 
Inc., Brooklyn, was released last 
week to leading papers in 100 cities 
on the eastern seaboard. Insertions 
of 600 lines in New York papers 
inaugurated the drive based on an 
“all-malt” theme. Federal Adver- 
tising Agency, Wew York, has the 
account. 


Tiernan Joins KWK 

Louis P. Tiernan, a member of 
the sales staff of Spreckels Sugar 
Company, St. Louis, will join the 
sales promotion staff of Station 
KWK on March 1. 


WIND Rejoins CBS 


Station WIND, Gary, has rejoined 
the Columbia Broadcasting System 
network. This station operates on 
560 kilocycles at 5 kw. during the 
day and 1 kw. at night. 


ah 
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MAGAZINE'S 


history 


The January, February, and March, 


1939 issues of Parents’ 


Magazine surpassed all previous first quarters in number of 


advertising pages, net revenue and circulation. 


Parents’ Maga- 


zine is the ‘‘bible’’ of more than 480,000 higher-than-average- 


income homes where conscientious parents are buying for them- 


selves and for an average of two children. 
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Marshall Allen, 
Agency Executive, 


Pneumonia Victim 


Chicago, Feb. 14.—The career of 
H. Marshall Allen, account execu- 
tive of J. Walter Thompson Com- 
pany, came to an untimely end here 
last Friday morning when he died 
at Henrotin hospital after a few 
days’ illness of pneumonia. Mr. 
Allen, who was only 39 years old, 
worked on the Kellogg account for 
the agency. 

His initial taste of the advertis- 
ing business came in 1930, when he 
joined the Charles Daniel Frey 
Company, Chicago agency. He left 
it to affiliate with the headquarters 
staff of Sunset Magazine, San 
Francisco, but returned to Chicago 
three years ago with the Thomp- 
son company. 


Served Daring War 


A native of Seattle, Mr. Allen 
cut short his education at the Uni- 
versity of Washington to enter the 
aviation service during the world 
war. After the war he flashed 
across the sport pages of the coun- 
try’s mewspapers as a_ top-flight 
tennis player. In 1919, 1920, and 
1921 he held the North Pacific in- 
ternational championship for men’s 
singles. 

Memorial services were held in 
Chicago Friday night. Interment 
was in Seattle. 


"Hello, Alan Taranto’’ (Wm. Esty & Co., Inc.) 


‘ ARKET ? 
Dino 


Well, here’s one for the books! 
Peoriarea has almost 200,000 
more population than the state 
of New Hampshire! A rich, con- 
centrated market for you, which 
can be covered with one sta- 
tion WMBD 605,000 pros- 
perous people to buy your cli- 
ent’s product! 


ors 
Free & Peters, Pe tm 
Nett Rope | UK/B)D 


—————_—_—_—_—_—_—— — — — = — 
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TAKEN BY DEAT f Retail Activity in 79 I t 
TAKEN BY DEATH ndex ot Ketail Activity in mportant 
Chicago, Feb. 15.—Don Kil- 
bourne, 47, widely known advertis- M rkets 
ing salesman, died last night at his a 
home in Evanston after a lingering 
illness. Though he suffered from Based on total retail advertising volume in all newspapers in each city. 
an incurable malady, Mr. Kilbourne 
was active until November, when 
he was forced to curtail his work. (Copyright, 1939, by Advertising Publications, Inc.) 
He spent his entire business 
career in advertising, with the ex- 
ception of the war period, when he 
served in the gas division of the I 
army as a second lieutenant. His 0 
early experience was with Crowell a RETAIL ACTIVITY ‘a 
Publishing Company. In 1928, he in MAJOR MARKETS : 
‘oi +1 c ed with Last Year cas 
joined the Chicago staff of The oar, ta , wi ; 
‘ Py P wee 
American Weekly, with which he +10 ee ee eg bo 
spent almost ten years. In 1937 he Total variation OW HO} wu 
joined McCall Corporation to work +5 
on Redbook. A mother and sister Ze = 
survive. YEAR Pp ae Pe op: 
pos! 
a ‘ 5 or ! 
ried 
ROSENBLUM DIES -0 Ref 
New York, Feb. 14.—Leo Rosen- — 
blum, vice-president and secretary - 15 thot 
of the Roberts Publishing Company : se 
and advertising director of the In- 7 14 21 28 4 u 18 4 ‘N 18 25 1 ters 
surance Advocate, died last week TS AMUARY saedaaay MARCH Apa at 
following an operation. He was 46 ai 
years old. desi 
— % Gain % Gain ecul 
6-Week 6-Week 6-Week or Loss or Loss ‘ Box 
TUTTLE DEA Period Period Pericd 1939 1939 Week Week % Gain i — 
D D Ended Ended Ended over over Ended Ended or Bs 
Wausau, Wis., Feb. 14.—George City Feb. 13,1937 Feb. 12,1938 Feb. 11, 1939 1937 1938 Feb. 12, 1938 Feb. 11,1939 Loss BM .\.; 
A. Tuttle, 68, advertising manager |{Akron, 0. ............ 1,663,952 1,316,209 970,272 —.. 6—008 212,177 156,611 
of the Wausau Pilot, died of a heart | Altoona, Pa. .......... 692,796 551,635 557,585 —19.5 +1.1 97,272 ont tae 
: Atlante, GE. oscccaseve 1,498,616 1,570,814 1,716,526 +14.5 +9.3 265,300 4, 
attack at his home here last week. |? itimore, Md. ........ 2.244.609 2'180,830 2'020,838 —99 —T7.3 382,620 357,017 
Formerly in the government service | pirmingham, Ala. ..... 1,257,984 1,252,496 1,292,452 +27 +82 227,570 253,568 
at Washington, he joined the Pilot | Roston, Mass. ......... 2,212,210 2,117,888 2,129,739 =e +0.6 338,084 325,515 
in 1930. Bridgeport, Conn. ..... 984,648 976,808 980,224 —0.5 +0.3 166,824 165,256 
a eS. Sa 1,698,284 1,694,882 1,399,342 —17.6 —17.4 288,540 256,172 
ee a ee 451,872 381,284 368,745 —18.4 —3.3 73,277 62,339 
FRIER PASSES Cedar Rapids, Ia. ..... 467,936 434,826 466,172 —0.4 +7.2 75,628 88,494 
yiCharleston, W. Va. 1,008,154 1,153,881 1,045,709 +3.7 —9.4 271,117 194,684 
Douglas, Ga., Feb. 14.—W. R.| Gi ittanooga, Tenn. 627,429 607,921 731,676 416.6 +20.4 92,878 119,757 
Frier, 61, publisher of the Douglas} Chicago, ml. .......... 3,324,027 3,140,304 2,844,189 —it.4 <—aAA 597,904 534,064 
Enterprise for 30 years, died here | Cincinnati, O. ......... 1,619,124 1,622,744 1,611,522 —0.5 —0.7 296,722 302,966 
last week of a heart attack. CeOverene, ©, .cccensde 2,102,885 2,193,610 1,774,304 —15.6 —15.7 341,328 294,885 
OT Se sr 1,439,620. 1,326,641 1,382,497 a +4.2 228,943 251,952 
Dallas, Tex. ......< eee 2,115,525 2,260,387 2,184,953 +3.3 —3.3 378,087 364,825 
s : Davenport, Ia. ........ 898,610 960,298 873,984 —8.8 —9.0 215,152 201,278 
Matson Line Appoints Dayton, O. ..........:. 1,445,612 1,390,626 1,309,018 —~95 —5.9 240,156 232,026 
Bowman, Deute, Cummings, San} Denver, Colo. ......... 985,860 948,530 965,306 —3,1 +1.8 163,475 152,459 
Francisco, directing advertising in| Des Moines, Ia. ....... 693,538 686,254 673,523 —2.9 —1.9 105,840 105,116 
the United States, New Zealand and | Detroit, Mich. ......... 2,288,283 2,010,262 1,984,243 —13.3 —1.3 320,363 354,534 
: ¢ vigation | E] Paso, Tex. ......... 1,071,417 1,099,815 1,024,548 —4.4 —6.9 192,220 176,428 
— _ atone oA ty ee Og Se eRe Em 855,588 898.474 892.486 +43 —0.7 168,168 172,690 
oe Mee to handle advertising in | Fal! River, Mass. ..... 352.660 329,654 334,125 —5.3  +1.4 62,221 64,486 
Feuland f n§ an 3 -* t B Flint, Mich. ........... 753,844 791,868 867,726 +15.1 +9.6 129,878 143,976 
ee eee Fort Wayne, Mich. .... 1,149,295 1,071,938 1,052,093 —85 —1.9 204,050 204,624 
= ~ SPP 754,363 574,482 549,866 —37.1 —4.3 99,996 123,537 
Grand Rapids, Mich. 1,063,972 908,352 906,970 —14.8 —0.2 181,342 153,244 
Greenville, S. C. ...... 653,511 616,876 624,506 —4.4 +1.2 115,990 110,722 
Houston, Tex. ........ 1,567,384 1,541,924 1,635,974 +44 +6.1 267,218 278,236 
Indianapolis, Ind. ..... 1,753,682 1,704,134 1,554,936 “11.3 —8.8 298,270 284,592 
Jacksonville, Fla. ..... 933,170 839,435 900,872 ——$.6 +7.3 144,130 158,536 
Jersey City, N. J. ...... 247,933 219,233 200,360 ~19.2 aay 51,133 59,207 
Kansas City, Kans. 275,324 286,167 275,002 —0.1 —$.9 41,496 42,819 
Knoxville, Tenn. ...... 941,850 1,045,380 1,010,588 +7.3 —$.3 175,462 172,424 
Little Rock, Ark. ...... 915,344 969,500 891,730 —3.6 —8.0 185,304 147,770 
Los Angeles, Cal. ..... 2,697,101 2,551,351 2,701,704 +0.2 +5.9 476,995 526,596 
Louisville, Ky. ........ 1,088,436 1,472,659 1,394,742 +28.1 —5.3 237,474 248,483 
{ff Lynn, Mass. ......... 1,019,634 | eee saa saa Ss ere 
Manchester, N. H...... 348,668 384,000 384,218 +10.2 +0.1 62,746 71,386 
Memphis, Tenn. ...... 1,071,394 1,163,134 1,118,586 +4.4 —3.8 206,864 220,934 
tiMilwaukee, Wis. 1,770,130 1,545,023 1,547,880 —12.6 +0.2 169,915 299,973 
Minneapolis, Minn. .... 1,643,630 1,448,195 1,457,582 -11.3 +0.6 203,246 213,261 
New Bedford, Mass. ... 361,704 357,910 332,710 —$.0 —7,1 62,216 63,042 
New Haven, Conn. ~ 969,864 955,584 958,650 —1.2 +0.3 166,096 156,212 
New Orleans, La. ...... 2,154,781 1,888,647 2,006,295 —6.9 +6.2 304,680 328,056 
tNew York, N. Y. ..... 7,227,892 6,669,094 6,210,436 14.1 —6.9 1,215,252 1,106,110 
tBrooklyn, N. Y. ...... 800,611 543,526 481,521 -39.9 —11.4 101,081 71,038 
Norfolk, Va. .......... 981,358 931,336 973,210 aah,8 +4.5 152,684 160,692 
OBMINNG, COL oc cssavce 733,914 765,358 771,139 +6.1 +0.8 137,079 140,224 
Oklahoma City, Okla... 1,133,118 1,236,410 1,145,942 +1.1 —7.3 253,540 209,118 
Pr OC wtewekenea’e 1,094,582 1,052,137 1,050,897 —4.0 —0.1 158,378 173,618 
Philadelphia, Pa. ..... 3,244,568 2,922,481 2,888,874 —10.9 —1.2 545,305 479,965 
Phoenix, Ariz. ........ 793,156 903,182 831,362 +4.8 —7.9 186,928 178,206 
Pittsburgh, Pa. . 2,583,938 2,283,302 2,045,143 —s0.9 —10.4 401,520 359,842 
Portland, Ore. ...... -. 1,227,421 1,069,782 1,270,360 +-3.5 4+-18.7 207,046 222,768 
teading, Pa. .......... 1,013,656 984,704 978,533 3.5 0.6 175,476 161,420 —8! Ris a 
Richmond, Va. ........ 1,249,612 1,233,428 1,237,740 0.9 +0.3 219,814 213,668 ie 
§$Rochester, N. Y. .e. 1,934,375 1,560,756 1,555,713 -19.6 0.3 284,709 296,169 +4! 
Rock Island-Moline ... 818,104 867,496 787,038 3.8 —=),3 164,248 131,950 —!19! 
Sacramento, Cal. .... 875,868 771,848 842,422 -3.8 +91 120,848 149,660 + 23.! 
San Antonio, Tex. ... 662,137 638,184 700,830 +-5.8 +-9.8 104,511 119,329 +142 
San Diego, Cal. ....... 1,593,256 1,387,456 1,358,492 -14.7 —2.1 229,334 211,920 —i 
San Francisco, Cal. .... 1,594,737 1,684,606 1,735,766 +8.8 +3.0 276,419 300,091 +8. 
Seattle, Wash. ........ 1,033,718 914,872 1,080,404 +4.5  +18.1 166,404 178,332 +1! 
**South Bend, Ind. . 974,840 772.327 576,996 —~40.8 —25.3 121,719 93,796 —22! 
Spokane, Wash. .... 781,396 813,064 768,824 -1.6 —5.5 136,934 121,002 —Il/ 
St. Louis, Mo... 1,967,345 1,811,585 1,770,495 10.0 -3.3 338,005 333,270 —l1 
St. Paul, Minn... (247,257 1,243,261 1,055,832 —15.4 —15.1 212,746 171,239 —I% 
Y steppin Syracuse, N.Y. ...... 1,165,376 1,081,901 1,085,224 —6.9 +5.2 204,589 209,335 +2 
ae Orleans Ym *dvertising *Tacomu, Wash wa §80,504 607,236 638,064 6.2 +5.1 110,838 129,528 +16? 
Market w Tampa. Fla 635,474 625,884 693,742 +-9.2 +10.8 101,682 109,340 +1) 
Toronto, Ont., Can.. 2,332,369 1,937,447 1,856,845 20.4 —4.2 $09,685 320,214 +34 
Trew, M. Viana 424,396 368,340 383,334 —§.7 +41 83,706 82,656 —l 
, year's bi oo —— = - $$ $$$ ——___—_—_ ee 
in The Times.P;. 29" Profits by Tulsa, Okla. ........ 441,724 973,820 943,236 +1.2 —3.2 154,182 179,074 +10) 
pr and New Washington, D. Cc. .... 3,762, 75% 3.426.152 2,678,544 2.2 +-7.4 562,514 540,340 a! 
Prosperous Tage” Worcester, Mass. ...... 1,147,011 1,221,407 1,056,229 7.9 —13.5 189,701 192,626 +1 
Mt Trade Ares, Youngstown, O. ....... 909,428 836,520 747,526 17.8 —10.6 147,189 133,844 1 
7 a iiisicancsa cnet a - eck oa 
Total 104,682,517 99,441,767 97,107,662 7.2 2.4 17,360,433 17,077,160 = — 
"Akron Times-Press discontinued Aug 28, 1938 - ~ i [ 
NOEs *New York American discontinued June 24, 1937 
“20, D | tBrooklyn Times-Union discontinued June 8, 1937. 
| §Journal and Sunday American discontinued June 8, 1%37 
| *Daily Ledger discontinued June 23, 19 
**News-Times discontinued Dec. 28, 1938 
ftSpecial edition published during week ended Feb. 12, 1938 
titMilwaukee News discontinued Jan. 14, 1939 
"This week's figures not received All figures for this city deducted from totals 
— _ — — 


May Agency Moves 

| May Advertising, Philadelphia, 
|has moved to larger offices at 106 
S. 16th street 
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s ters. 
} box 1663, ADVERTISING AGE, Cheo. 
|“ Gdvertising-publicity assistant, copy- 
» writer, 


february 20, 1939 
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The rates for this department are as follows: 


“Help Wanted,” 


“Positions Wanted,” 


“Representatives Wanted,” and 


“Representatives Available,” 30 cents a line, minimum charge $1. Terms 


ash with order, 


All other classifications (singte insertion rates): % in., $2.75; 1 to 3 in., 


44.75 per inch. Write for descr 
insertions. 


ptive folder describing discounts for term 


— 


POSITIONS WANTED 


STOCK CUTS 


Writer sales-proven letters, effective 
opy—experienced rough layouts, ex- 
position & production. Wants agency 
or manufacturer connection. 25, mar- 
ried to shrewd young business woman. 


te[s 
Sox 1662, ADVERTISING AGE, Chgo. 


LITTLE BLACK AND WHITE CUTS 
(inexpensive) add zip and verve to 
text for small ads, circulars, letters, 


announcements, house organs, blot- 
ters, etc. Send your address. Har- 
per’s 283-f E. Spring St., Columbus, 
Ohio. 


Young Wwoman—exp. display adv— 
thorough Knowledge purchasing en- 
graving, printing, lithography and 
media. Handle prod., write own let- 
Desires agency connection. 


secretary; layout, production; 
desires associate agency or busy ex- 
ecutive; creative, versatile, congenial 
young woman. Nominal salary. 


Box 1664, ADVERTISING AGE, N. Y. 


PHOTO AD-CARDS 
WHAT'S NEW ?—OUR ADVERTISING 
CARDS are outstanding and distinc- 
tive: They go straight to the man who 
buys and they sell him your product: 
Don’t overlook this economical and 
effective means of getting orders: 
Used by large and small concerns: At- 
tractive NEW samples free: Write 
today. 

Graphic Arts Photo Service, Hamil- 
ton, Ohio. 


| Sec’y—Stenographer. S yrs. exp. AD- 


> VERTISING and sales promotion-sta- 


® tistics—detail. 
q Competen 
Box 1665, 


: 4 facts. 
iwill be disregarded. 
4 Box 1666, ADVERTISING AGE, Chgo. 


mor wire 


Attractive. 


t. 
ADVERTISING AGE, Chgo. 


25 yrs. 


HELP WANTED 


Production man in publication office. 


}Must be experienced in similar posi- 


Replies must give complete 
Mere requests for interview 


tion. 


REPRESENTATIVE AVAILABLE 


AGENCIES, ADVERTISERS REQUIR- 
ing intelligent international publicity 
representation and distribution write 
ANGLOPRESS, 872 Lorimer, 


—— mm Brooklyn, N. Y. 


: erved as 


MISCELLANEOUS 


CURTAILED BUDGETS 
can still afford economical Photo- 
Offset for all sorts of pictorial adver- 
tising literature, booklets, brochures, 
bulletins, testimonials, catalogs, 
charts, diagrams, direct-mail pieces, 
sales letters, etc., etc. 
No typesetting or engraving costs; 
anything previously printed can be 
reproduced. 

Short runs no penalty. 

500 COPIES (8%”x11"”) $2.63 
Additional hundred copies only 22c 
Even lower prices for larger orders. 
Any size supplied. Free instructive 

Manual on request. 
Laurel Process, 480 Canal St., N. Y¥. C. 


In New York City and Metropolitan 
Area, a trained salesman will call on 
request. Just phone WAlker 5-0526. 


hillips Named Head 


Seymour J. Phillips, son of the 


Mounder of Phillips-Jones Corpora- 


tion, New York, has been elected 
President and executive general 
nanager. He has been with the 
‘orporation since 1924, and has 
advertising and _ sales 
nanager. 


eds New Ad Head 


Car] Leeds has been appointed 
idvertising manager of A. De Pinna 
‘company, New York, succeeding 
x C. Van de Carr, resigned. Mr. 
eeds was formerly advertising 
irector of Lindner Company, 
‘leveland, and previously was with 


jo 


mhe Cleveland News. 


‘) Drive for Tourists 


Shenandoah Valley, Inc., has 


Mlanned an extensive newspaper 


ind radio campaign to attract vis- 


BB tors during 1939, in cooperation 


With Southwest Virginia, Inc., and 


whe tourist bureau of Knoxville, 


enn. 


‘TNames Geare-Marston 


Geare-Marston, Philadelphia, has 


"BH been appointed to handle the adver- 


sing of William Gretz Brewing 
Company. F. Howard Seberhagen 
is account executive. 


Basford Adds Guerin 


Loyola Guerin, in charge of plan- 
ning and coordination of market re- 
search, sales promotion and adver- 
tising policies of G. M. Basford 
Company, New York, has been ap- 
pointed assistant to the president. 
Prior to joining Basford, Mr. Guerin 
was with McGraw-Hill Publishing 
Company for nine years, and was 
previously with General Motors 
Corporation. 


Binger on Own 


George M. Binger has resigned as 
advertising manager of Wm. H. 
Block Company, Indianapolis, to 
open his own agency in the State 
Life bldg., Indianapolis. He will 
specialize in retail service. 


Arthur Heads Talon 


William C. Arthur, former Pitts- 
burgh attorney, has been appointed 
president of Talon, Inc., Meadville, 
Pa., succeeding the late Wallace D. 
Walker. 


“Elks” Names Godfrey 


Joe Godfrey, Jr., has been ap- 
pointed Western manager of The 
Elks Magazine. His headquarters 
will be at 360 N. Michigan avenue, 
Chicago. 


Po ee : 


Advertising Men's Florida Headquarters 


3 ° 


DANIA BEACH HOTEL 


DANIA, FLORIDA 


— — 


18 MILES NORTH Y ON 
OFr A. A. A. HOTEL S. Ne. 1 
MIAMI IN DANIA HIGHWAY 
SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWERS 
®LARGE OUTSIDE ROOMS 
AAA ®LOW RATES ALWAYS 
oREAR SEARCHES 
a ~ 
SEND FOR BOOKLETS AND RATES e EXCELLENT CUISINE 
5 
MINUTES FROM MIAMI BEACH 


SEARCY gn 


Agencies Are Held 
Liable Under New 
FIC Copy Policy 


(Continued from Page 1) 


empt from the civil obligations of 
the act. The Commission can pro- 
ceed against them for civil penal- 
ties just as it may against the ven- 
dor advertiser. It intends to do so 
when and where clear cases are 
established that an agency is either 
wholly or in part responsible for 
the false or misleading copy.” 

It is apparent that Mr. Morehouse 
is proceeding with the approval of 
the Commission, although none of 
the commissioners care to comment 
on the “new policy.” One official 
explained that one of the reasons 
the new division was set up was to 
bring about quicker and more com- 
plete enforcement of the Wheeler- 
Lea act. It was pointed out that 
there have been cases in the past 
where the Commission has taken 
action against a publisher on the 
grounds that he caused dissemina- 
tion of false advertising. Just be- 
cause the power to bring agencies 
under the law has not recently been 
exercised is no indication that it 
should not be used, FTC officials 
said. 

So far as can be learned, no ac- 
tion has yet been planned against 
any agency. However, the first of 
the questionnaires in connection 
with several advertisements under 
study by the Commission have 
already been sent to some agencies. 


Purpose: Self-Censorship 

One incidental result of the new 
policy is that it will eventually per- 
mit compilation of data on the per- 
centage of alleged false and mis- 
leading advertising that is prepared 
by advertising agencies. Mean- 
while, the primary purpose is to 
make advertising agencies exercise 
“self-censorship” in the preparation 
of copy. 

The FTC form sent to agencies 
reads as follows: 

“The Federal Trade Commission 
is giving its attention to the adver- 
tising of the above product and is 
informed that you prepared the copy 
for this advertising and placed it 
for publication within the past six 
months. 

“Will you be kind enough to fully 
inform the Commission of the na- 
ture of your relation with this ad- 
vertiser in regard to such advertis- 
ing stating to what extent, if any, 
the advertiser participated in or 
gave directions as to the preparation 
of the advertising copy actually 
used, and if your employment was 
under written contracts, please state 
the dates of beginning and expira- 
tion thereof. 

“Also please forward to the Ra- 
dio and Periodical Division, Federal 
Trade Commission, Washington, 
D. C., specimen copies or proof 
sheets for all advertising relating 
to the aforesaid product which you 
have prepared, or participated in 
the preparation of, and placed for 
publication during the last six 
months, together with copies of all 
booklets, folders, circulars, form let- 
ters, and commercial continuities 
for radio broadcasting. 


Wants Detailed Information 


“Please give us the names of the 
periodicals with dates of publication 
and of the radio stations with dates 
of broadcast, covering the publica- 
tion of such advertising copy. 

“If your business is conducted by 
a corporation, please state the loca- 
tion of your principal office, the 
name of the State under whose laws 
it is incorporated, and the names 
and addresses of your corporate of- 
ficers and your account executive. 

“If your business is conducted by 
an individual or a copartnership, 
kindly state the names and ad- 
dresses of all persons interested in 
such business. If the business is 
operated under any trade names, 
please state them, and advise us 
whether or not any of them are 
registered. How long have you been 
in business?” 


YOUTHFUL VITALITY 


ENRICHED 
MAITAMINS 


A lovely girl's head, vibrant with youth 
and vitality, adorns this new Kellogg Pep 
display unit, created by Forbes Litho- 


graph Company. Walt Otto executed 
the painting. 


Radio Artists’ 


Code Affirmed 
by 61 Agencies 


New York, Feb. 16.—Sponsored 
network radio was functioning al- 
most 100 per cent in accordance 
with the new code of the American 
Federation of Radio Artists this 
week, with 61 advertising agencies 
pledged to observe the AFRA wages 
and conditions. Several radio show 
producing companies have also 
signed up, and negotiations are un- 
der way between AFRA and Station 
WOR, principal Mutual Broadcast- 
ing System outlet. Because of its 
different setup, Mutual was not a 
party to the agreement between 
AFRA and the other national net- 
works, Columbia Broadcasting Sys- 
tem and National Broadcasting 
Company. 


List of Signatories 


Agencies which have signed the 
statement approving the AFRA code 
include the following: N. W. Ayer 
& Son, Inc., Badger & Browning & 
Hersey, Inc., Batten, Barton, Durs- 
tine & Osborn, Inc., Benton & 
Bowles, Inc., Biow Company, Black- 
ett-Sample-Hummert, Inc., Blaker 
Advertising Agency, Bowman & Co- 
lumbia, Brown & Tarcher, Frank- 
lin Bruck Advertising Corporation, 
Buchanan & Co.; 

Campbell-Ewald Company, Cecil 


& Presbrey, Clements Company, 
Compton Advertising, Inc., Sherman 
K. Ellis & Co., Erwin, Wasey & Co., 
William Esty & Co.; 

Gale & Pietsch, Gardner Adver- 
tising Company, Glicksman Adver- 
tising Company, Henri, Hurst & 
McDonald, Frances Hooper Adver- 
tising Agency, Charles W. Hoyt 
Company, Hutchinson Advertising 
Company, H. W. Kastor & Sons 
Advertising Company, Kenyon & 
Eckhardt, H. W. Kiesewetter Ad- 
vertising Agency, Abbott Kimball 
Company, Arthur Kudner, Inc.; 

Lennen & Mitchell, Lord & 
Thomas, Hays MacFarland & Co., 
Marschalk & Pratt, J. M. Mathes, 
Inc., Maxon, Inc., McCann-Erick- 
son, McKee & Albright, Frank A. 
McMahon, Morse International, 
Needham, Louis & Brorby, Neisser- 
Meyerhoff, Inc., Newell - Emmett 
Company; 

Peck Advertising Agency, Pedlar 
& Ryan, Presba, Fellers & Presba, 
L. W. Ramsey Company, Knox 
Reeves Advertising, Inc., Roche, 
Williams & Cunnyngham, Ruthrauff 
& Ryan, Russell M. Seeds Company, 
Stack-Goble Advertising Agency, 
Sweeney & James Company, J. 
Walter Thompson Company, Wade 
Advertising Agency, Warwick & 
Legler, Ward Wheelock Company 
and Young & Rubicam. 

Producing companies which have 
signed include Himan_ Brown, 
Grombach Productions, Phillips H. 
Lord, Carson Robison, Henry Sou- 
vaine, Transamerican Broadcasting 
& Television Corporation, and Wolf 
Associates. 


STATION WOR SIGNS 
WAGE AGREEMENT 


New York, Feb. 17.—The AFRA 
today announced that WOR, key 
viutual Broadcasting System outlet, 
has signed a contract covering wage 
rates and employment conditions on 
both sustaining and sponsored pro- 
grams, similar to the agreements 
signed by CBS and NBC. Negotia- 
‘ions are proceeding with other 
MBS stations, with WGN, Chicago, 
as the next AFRA objective. 
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advertising man’s world. 


To A MIDNIGHT-OIL BURNING 
dtecount Executive 


When the candle of inspiration starts 
to flicker and it looks as though THE 
campaign of the year will never get 
whipped into shape—knock off and 
come to The 
pool, the gym, the library or relax in 
the solarium. No extra charge for 
these club comforts. Stay overnight 
in a restful room and go back to the 
office refreshed. The Shelton is in the center of the 


Shelton. Enjoy the 


DAILY from $3.50 
Special Weekly and Monthly Rates 


SHELTON HOTEL 


“LEXINGTON AVENUE AT 49th STREET - NEW YORK 
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February 20, 1939 


$100,000 Barre 
Memorial Budget 
Starts Long Drive 


Boston, Feb. 15.—With Barre 
granite quarry and manufacturing 
interests uniting in the largest sales 
promotion program in the history of 
the memorial industry, the Barre 
District will spend almost $100,000 
in a national magazine campaign 
during 1939. While the magazine 
schedule for the entire year has not 
yet been determined, during the 
next few months large space copy 
will appear in Country Gentleman, 
Fortune, Good Housekeeping and 
The Saturday Evening Post. It is 


will be added to this list later. 


The current promotion effort has 
been projected on a three-year ba- 
sis. It is expected to continue as a 
permanent merchandising activity 
of the Barre District. 

Magazine copy will depart from 
conventional memorial advertising. 
The basic theme is a strong senti- 
mental respect for those whose 
memories are revered. The adver- 
tising message presents to the 
reader sincere, human stories of 
people, calculated to arouse an im- 
mediate feeling of sympathy among 
readers. 

Each layout includes a small me- 
morial, the registered trademark of 
the Barre District, and a signature, 
“Barre Granite Memorials.” H. B. 


Shaw Becomes 
WMCA Manager 


Donald S. Shaw has become gen- 
eral manager and vice-president in 
charge of sales of Station WMCA, 
New York. He was formerly as- 
sistant to the president of McCann- 
Erickson, Inc., and for four years 
sales manager of National Broad- 
casting Company. 

One of Mr. Shaw’s first duties 
will be to appoint a sales manager 
to succeed Bertram Lebhar, Jr., 
who resigned last week. 


Newbell Joins Roper 
Rhoades V. Newbell, formerly 
sales representative of R. H. Don- 
nelley Corporation, Chicago, has 
joined Geo. D. Roper Corporation, 
Rockford, Ill., in an advertising ca- 


NAB Studies New 
Convention Site 


A decision to transfer its annual 
convention from San _ Francisco, 
where it was tentatively scheduled 
for next July, to some Eastern 
point, has been made by the Na- 
tional Association of Broadcasters. 

The board of directors will be 
polled within the next week to de- 
termine where and when the meet- 
ing will be held. Either Washing- 
ton or Atlantic City will probably 
be selected. 


Film Companies Merge 
AudiVision Inc., New York, has 
taken over Advertising Film Asso- 
ciates, New York. Both organiza- 
tions have been producing commer- 
cial motion pictures and slide films 


Liquor Advertising, 
Fair Trade Face 
Monopoly Quiz 


Industry Listed As Early 
Subject for Scrutiny by 
the TNEC 


Washington, D. C., Feb. 16— 
Evincing the first direct interest jn 
advertising and merchandising since 
beginning its investigation, the Tem. 


porary National Economic Commit- 
tee has docketed a minute scrutiny 
of advertising in the liquor industry, 
the Miller-Tydings price mainte. 
nance act and fair trade laws in 44 
states for study in the near future 
it was learned here today. 

With the assistance of the Federa] 
Alcohol Administration, 64 ques- 
tionnaires have been sent out to 32 
representative distillers and 32 im- 
porters. Included in the information 
requested are details of sales and 
distribution setups, corporate and 
inter-company relationships and 
financial operations. 


Public Hearings 


expected that other publications | Humphrey Company is the agency.' pacity. for several years. 


[————— 


When the answers are compiled, 
Philip E. Buck, FAA general coun- 
sel, will present a report to the so- 
called “Monopoly” Committee 
headed by Senator O’Mahoney. That 
group has not yet made any definite 
plans for holding public hearings 
but will probably arrange a sched- 
ule soon, officials indicated. The 
liquor investigation is described as 
part of the general study of eco- 
nomic conditions in the country 
being conducted by the committee. 
The questionnaires sent to distill-f 
ers and importers are similar except} 
that in the case of the latter, par- 
ticular emphasis is placed on the 
importer’s connections with foreign 
producers and methods of distribu- 
tion of foreign liquors. 


To Comment on Fair Trade 


Reporting companies are being 
asked for comment on and experi- 
ences with the Miller-Tydings re- 
sale price maintenance act and 
similar state price maintenance 
laws. Companies are also requested 
to calculate the application of the 
consumer’s dollar to leading brands 
sold by each, showing what part of 
the dollar goes to internal revenue, 
state and local taxes, markup t 
j distributors, producer’s cost of ad- 
ae vertising and distribution, and other 

ae items of cost and profit. 

One section of the questionnaires 
goes into the question of wages and 
general employment conditions o! 
each reporting company. Still an- 
other series of questions touches oD 
the company transactions in grains, 
cooperage, glassware, closures, ship- 
ping containers, and other items 
going into makeup of the finished 
product. 


OU may consider him a trifle young to merit attention, but 
WSM thinks differently. 


row’s radio audience. 


talent staffs in America—Why we check each script to see that 
This youngster, to us, is to-mor- 
One day he (and millions like him) 
will be the one who listens or refuses to listen, who buys or 
buys not, as he chooses. 


it is in good taste and the public interest—Why we examine 
every product to satisfy ourselves that it will give our audience 
full value—Why we reject many contracts and much revenue 
rather than expose our audience to the slighest hint of 
impropriety. 


ae We plan to be in the broadcasting business when this day 


comes. So we build to this end by doing our darndest to give 


The only way we know to be sure of an audience to-morrow is 
by keeping faith with the audience we have to-day. 


the parents of to-morrow’s audience the kind of broadcasting 


ervice they like to-day. 
SeEVICe UCy y This is not idle altruism. We can prove to your satisfaction that 


, This is why we maintain one of the largest and most varied this WSM policy pays advertising dividends. 
i COLLINS 
| | [CLEAR CHANEL, MILCER & 
fp \ M (50,000 WATTS HUTCHINGS 
: a 
+». a= NASHVILL ING. 


E, TENNESSEE 
National Representatives: Edward Petry & Co. 


The Faith of Cur fludisnce Comes fit 


PHOTO-ENGRAVERS 
IN CHICAGO 
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IT'S JUNE IN FEBRUARY 


e 
a 


i fea 
ee 
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To prove that with the Nash air conditioning system winter driving transforms the 

chilly blasts of February into balmy June whispers, Sales Manager W. A. Blees 

ships out this crop of straw hats, to be worn by Nash salesmen in their 
demonstrations. 


BANK PROVIDES NEEDED SERVICE 


ttee. 
still- F 
cept F 
par- 

the 
reign 
ribu- 


First National Bank, St. Louis, has created a powerful plus to its regular adver- 
tising activities through this Audichron which automatically gives time correctly 
over the phone, day or night. Half a million calls were answered during the first 
two weeks of its use. Walter W. Smith (center), president, inspects the device 
with M. E. Holderness (left), vice-president, and J. L. Franklin, inventor. 


APPEAL TO LOVERS OF FINE LIVING 
AN IMPORTANT DECISION : 


= “ a 
j . 4 


Say Judge and Mrs. George R. Beach 


“We added a new and most absorbing interest to our lives when we bought 


ve 120-aere farm in New Jersey. While pleasure, rather than profit, wae our 
we get a real sense of satisfaction in crowing «0 many of the necessities 
f life on our own property, and find a refreshing release from everyday affairs 
in planning for such things a8 crop rotation, cattle improvement and the like 

Best of all, our facm-home nestles in picturesque countryside that seems« “a 
world apart’, yet i near enough to the city for us to enjoy it freely in all <easons 
of the vear.” 


New Jersey is a Good Place to LIVE. .. to Work .. . to Play! 


In seching a country estate, a suburban home or a cottage at the lakes or «ea 
shore. the able counsel of Membere of the Association of Keal 
/ bistate Boards will prove invaluable te vou. You can buy or 
from these competent realtors, whe will place YOUR interests PLAST from 


comeultation ‘se 


New Jersey 


rent with confidence 


obo-one 


“Treasure Hunting in New Jersey“’ 


Thie booklet tells in word-and-pieture (moatly picture) why YOU will “got 


more out of life” in New Jersey 


NO PERSONAL INCOME TAX IN NEW JERSEY 
NEW JERSEY COUNCIL gwen sense 


Siate Mouse, Trenton, Sihrd 
Please send me your free booklet, “Treasure Hunting in 
New Jersey”. 
Name 
Addreas 
City 


2238 S22) = 2 1238 


ig State... si. ttt 


‘ical copy being used by the New Jersey Council in its campaign to attract 
** residents to the state. Testimonial copy is supplemented by the “no income 
tax" pronouncement. (Story on Page 22.) 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


PENGUIN IN NEW ROLE 


5 ree AL ALY ee. 


Brown & Williamson's trademark for Kool 
cigarettes assumes a utilitarian function 
in a new molded plastic cigarette lighter. 
The hat contains the heating element. 
Molding in color is by Kilgore Mfg. 
Company, while Louisville Electric Mfg. 
Company turned out the electrical 
mechanism. 


SCORES WITH CHARM 


LIKE YOUR CAR 
YOUR RAD/O 


This attractive Sylvania lass calls atten- 
tion to a need frequently overlooked by 
radio set owners. Einson-Freeman Com- 
pany lithographed the display. Direct 
color photography was by Paul Hesse. 


tising manager, supervises the preparation of a new campaign. 


MORE HUMAN INTEREST IN INDUSTRIAL COPY 


Satisfied that the human interest appeal is as effective in industrial advertising 
as in consumer copy, Proctor & Schwartz, Philadelphia, proceeds with a series of 
pictures for its textile machinery. Stanley Whiteway, Proctor & Schwartz adver- 


Ann Gaza is the 


model and Severo Antonelli, photographer. 


BREWERS DRAMATIZE PUBLIC RELATIONS STORY 


appropriated by € 


. in fact the entire 1938 expense of the CCC. 
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the #326 million* 
could easily be defrayed from the taxes 
paid by beer. What the brewing industry means in the task of re- 
building America can be judged by one single, significant fact: 


BEER “in'zner” A MILLION DOLLARS A DAY | 2-2: 


YOU" way of toag net drink beer, Dhut 


© tow the brewing industry helps you: 


ire you « taxpayer? Virewing contrib- 
wer 400 no lion dotlers a year in taxes 


»hghten the bunten on you. Are you a 
torliven jobs 
workers and you. Are you 
a farmer? Vert Was made « ninrket for 


he porodser 


worker? Veer creates over 


oe your fell 


8 million farw acres. 


la Sahort years, the brewers of America 
think they bave made a creditable and 
vital contribution to salving problems of 
the tines, outaide the brewing industry. 
Now they want to solve a problem inside 
the brewing industry. 


They want you to know where they 
stand. Brewers cannot enforce the laws 
hut they want the making and the 
dopemung of beer ta be an honorable, 
responsible and respectable businew that 
gives no offense to anyone 
(Strict local self-regul tion 
Seo, in the typically Aucrican state of 
Nebraska, they have been trying out » 
new ident « program to “clean up of 
clove up” law-ciolating beer outlets 
The plan is one of stret local self-reguls 
tion, cared out in conjunction with local 
law-enforvement authorities, We believe 


t holds great promise, We plan to ea 

tend it gradually, yet widely ; a few states 
this year, a few more states mext year, as 
our fariities pemnit 

i you regen! 
beet ass coutaresokl beverag? of minboretions 

a eld, whdeewme pleasure, and a perv ihege fae the 
poole then pechaps you'd Tike te kecre abear 
View plan, Hit if pou re a orith ~ partiowinely if pam, ov 
ceric we'd tee pen te embervtend thie ylem, 


Wf you, roureelf, enjoy bree «5 


SENT FRED ON REQUEST 


Powndotinn 21 b mh Se, 
Bow Yoo %. Y. Ghept 4) 


This piece of copy, featuring the economic role of the brewing industry and the 


slogan "Beer... 


a beverage of moderation,” is the first 1939 release by the 


United Brewers Industrial Foundation, to be used in newspapers and magazines. 
Newell-Emmett Company, New York, directs the account. 


SELECTED AMONG OUTSTANDING COPY ACHIEVEMENTS OF THE YEAR 


This is the pattern of most lives... 


But yours can be like this... of you plao i now 


Ont SIMPLE DICTION NOW Can 
CHANGE THE POTTION 
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Two of the many copy specimens honored in the annual advertising awards. Left, newspaper campaign, prepared by Lord 
& Thomas. Right, medal for advertising as a social force, prepared by Arthur Kudner, Inc. 
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(Story on Page 16.) 


Po ee mo 
, | = ie 
pm SSS — —_—_—_ —— TT A mT TRE ER | SN AR ie 
{ en SSS SSS SD | ies ae 
~ hie 
Pe i = 
a 
“ ii ieee ae 7 so an. ee ; F j ¥ im, 
y . Pa — G ea _ ; ie 
aT : f li / Bs : 
q “Sui 2 i - ; Biondi! 
nal LoS a ee fe ‘ rs 
eS es 0 : 
P yee yo wes ‘ ,. ee a Co ae ie _ 
ly : s gf : ; ‘ ¢ 4 es " fi a = =e 4 re 5 2 
) Sl, IS ee at eet ak lead Au ae — Fle co 060UltCt = 
- fe é 2 «Qa aed . 2 Es. b t aed te ay! # ‘er es ial pe 4 = 7? tae ‘sami: 'S as " eo: le “se 7 
3 9. eee re a * er . ? , ae’ 3 » a 1 ae #4 2 pe ae "an 4 38 a ae iia as : 
|, PRN — 1a | — wa oe "4 ca oe qi eagle Re Pe : 
/ ee A ieee cnet wal a _— ta — aces," sae 
ee SS em ate Bae tee - hake Bin in. Me Mi 
m tae ee |e " ; 2 oe bias! - ; 4 ee ee bs, 
7 - ‘ = . j : ay 2 se , ; : ; : 5 % rs: > eae _ - : - leek aa “ Be ~ ce a hare 
if § ee eter oe, ‘Ss \ % oo ” 
| 4 4 M “ee y ‘ cos = PR Pd . bm: 3 ct es 3 7 oo ee ir ae me, S es Le i. if 
iny g a os" pe ved ee ee - = alg é . ey é: aes eae 4 \' Sa 
ry : x <£ 1: oar , “ : MACE ia et Ge pene ‘Wy - a a ee erie 
: “he iF nips OS as Paes a Se ee 
te- Ee , ¥ Pf ; = ES j ee > . ee Tie sao a Ne BR ay 
af i — a ao See ae } ee . = ae ae 
at “| rae : 7 a - “a ice *. P «A Se ’ m 
re, 6 ae ee r : i ; 
ee yy ~ - - an Ryo ee | 
“a ——— a is coo ae a 
; 4 o a t8” i 4 Te 
es- — ee Fr Ree —_—_ ——_ re ai 
im- a. — . ‘ ~4 ee 
lon a. < 
“~ at ee 
and 
and 7 : , Z 
oF ei i) : wa, Te lee | : 
" : ~~ y 
ta a ye tase wt TY } 
a oat Br} teen 
We ro boy : 4 . rs ry 
ee re e nS Se | 
led, ‘ *! . ve ‘2 a, en, : ar. P ss 
“Tk es £ a, ee ee i 
jun- . } er mS 4a ls wee a 
S0- ; rr P : a See t x Cte a ‘ % | AN | f _ 
2 €, San “—t fs 7 Bee ts a : On x3. 
i — ne * es PUN IN INT 
nite & * : iio Rs Oe, as Rag, ae 8s 
, ee Lf 7 ee, Be ‘ 4 a? % 4 ’ hg t 
ned- , ae, % AUDIC — \eygeme : > | LUUD, - 
on . , si i ee oe ‘ Re OE &. Fi) Oy eee ‘ 1 ; aM 
The Les. en aed ae Me yt RE aed ff a 
d as a” ae bE re wunbeh 6G pee 7 : | he Pe * “7 oS ee ee AWA 4 bs i 
ayer. a : q » * Soa J i : . . M deo ity . / 
ntry Lae See eee ai eae 4 RADIO. at RO, CONES ~ a. nee 
oF Teen re, eee | yOUR : = Ss = IS . 
” ae a ee eee seg ws 4" oe ee na rs Gee d — f ; . XK +f ; a ; 
a a 4 gh. ; AN te i i ee ie ——" / % SIR = * . ’ _% re 
i. ea aad bi eiaihetibe sn ok,. R oeea e i és = ~~ oS ae ; 
F e§ . 4 SS oe Cienega : ee | 4 ea = +e : bs 
. fag a ev = : re 2 ee ae rr «+ 5 ne a ~~ 2 oe 
i” Fi ie G 4m, * ¥. * %/ a, ry asd Bs ey e or vitae at + 2b -. “wl ee ™, ol 4 Hic ’ P ; , c Pain a ite 
DSS She ae ; Ss, =e ”|hC (Citi 
i a rie i > “ nee oe ae .. J ‘ ~~ ’ a ———s P. : ——— |. _ 
whet Be ie aR oe ae j . ; 7% , a 
ew ak Be ae d . ; “i 
eing + \ / { _ 
peri- Ss i 
Ss re- ‘ wa | 
vance : mF 
. ————————————————— 
ested é NEEDS. CHECKING — 
f the ee 700! Le SS 
rands sil y _ 
art of WE RECOMMEND a ‘ = 
— VS t 
to «2 a : Se i 
fa " Abotbertaminemencs SMart 
) ae | a ; tang ibe brat tl Soe Ry a i 
other “i eos ~.4 : Vested somes sie: | 
me be) ger tae ees (A ie es Nt > 7 
, on: a OSRET sol “ELE Wee Ja 1 & a) ee 8 ; 
naires att a ? yall * ?. pets eer a Hy 4 Ho lio 4 Ge gent k* 1 VD, 0 BY YE es Mat 50%™ : 
s¢ Pr, ’ Ph. f " wy } iia , 7 : 
1s and ~ Eg . a Be 7 ~ is ee one POVETURE Of 1140067 Rs. 
i. <a co a K 4 wea _ 
I an- By. a ae | | Sa | 
reso bag it f here idee | 
shir eS a1) 3 F i oie 
items eter G , ee Ps = : 
; nent . Pe 
—— , = AF ppg lis AV ’ 
—— , 2 Y, Tis ALG a ee ce | 
4 a TT Y- . 
— i « Jfomem , Se ay ; 
: ee a ae BRS TAT 
. ’ a ‘ ¢ he F _ \ : 
i oe . = a ¥ 
uA . “ - omy as “Sa ' a 2 _ ee : ee ; 30 ; 
ae i ‘ —e in 7 * <> nf 
a oo a oe i) Wes gig 
ab _' ia | 
— _ — : - ia suey. . ¥ : EE : 
=a | lal - a , 
Se — <2 | = 
aa _ <v Se a FY — LSS 
te ae a . EEE = i‘ 
‘-) i - P ‘ = “ar ‘ a ‘ 
a Bat _ mar ee ae 
o* ™~ = #4 P i ; xs 
| TT eo Somers paleialivenenest DOSS 7 
Saercoet cs = re idea toe 
: - “- _— Sere —ammene” so Gaul tates Orter merrmniny the eo crnge epeed of nmghn orate meee . 
; ‘ ; ° ’ . fay om Se pombe my emegmernaree mare heey ond { )> 7 
“we ao ; __ _ ‘- garen’ nasi / - 
we Fe tet tomar Fac py Rowe eS Ope 
nial d : rere i274 ' ' ; 
vs pod . 4 ow a e, — ee Y r) vy e . 
. : r "4 =. eam ee - : 
, — . -§ i : : ss 4s? - e : 4 
hi —o————— 
‘S.. 
g 
. ? it al : : . ’ : é Hy ied : — én —_— aha ; 
> F : 4 ’ : . - chy as ae - oJ tT . 3 te “tps a : ¥ - 2 ee Yy : - “i. 
ings Ue. gah 3 4 ae 4 we oe he see SF ae 


32 ADVERTISING AGE February 20, 1939 


RACE 
RESULTS 


& &.4£ @:8 © ¢€ 


SPORTS COMPLETE 


THURSDAY, DECEMBER 8, 1938 THREE CENTS 


Firm’s 20 Millions 


Et] Trape Journ rican Fs Truck 
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- = "Coster Quizzed Stocks Weaken McKesson Case Challenges(. hh 
in McKesson More Than Point Independent Audits 
Bankruptcy | InLeaders 
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